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Abstract 
This research uses a multinational soft drink company in ChinaEarnest as an 
empirical case to study the interactive service work with repeated transaction. It helps 
to reconstruct and sharpen the existing theories of labor process in interactive service 
work and the emotional labor. Drawing on data from participant observation and 
in-depth interviews in a sales office of Earnest, I find out that Earnest pays more 
attention to the attitude of the frontline service workers (CR)，from the perspective of 
both recruitment and training. Management tries to shape the workers into being more 
optimistic and holding a "wining attitude". In addition, a democratic and comfortable 
environment with fair competition is intentionally built up to inspire the CRs’ 
working passion to sell more drinks and do a better job in the assigned district. As the 
CRs meet with their customers (grocery store owners) once a week, rather than 
repeating the detail scripts of interaction prescribed by management, the CRs obtain 
more decision making power from management of how to perform the interaction in 
their own way. In the mean time, they consider it as their own responsibility to 
manage the assigned district well. Through years of practice, the CRs discover that a 
good personal relationship (Guanxi) with the customers not only helps to promote 
more drinks, but will eventually gain an upper hand during the interaction. Thus, the 
CRs use all the available resources, from promotional gifts to private emotion, to 
build and to keep a stable Guanxi with their customers. At the same time, the CRs 
clearly realize that this relationship is totally commercial, it's for work only. Thus, 
their personal emotions are smartly used under different conditions. Yet such usage 
has inescapable psychological damage on the workers self. Furthermore, I also 
discover that the instrumental relationship between the CRs and the customers has 
slightly negative effect on the company reputation and destroy some company rules. 
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Chapter 1. Introduction 
1.1 Empirical Puzzles and Theoretical Questions 
Earnest ^ Beverage Company is a world famous MNC (multinational 
corporation), whose products always have a crucial position in the soft drink market. 
Dozens of years ago, Earnest came to China, and set up its first joint venture in 
Shenzhen, one among the firstly opened cities of socialist China. I stayed in Shenzhen 
Earnest for about one month as a management trainee in year 2000; though three 
years have passed since then, some phenomena still have deep impression on me, and 
they are deep enough to arose my research interest now. 
My research inspiration came from the sales team of Earnest, which is consisted 
of more than four hundred frontline salesmen [they are called: CR (Customer 
Representative) by the company], forty Territory District Supervisors (TDS), 
seventeen Territory District Managers (TDM) and five Unit Mangers (UM). 
As Shenzhen is a place full of groceries, corner stores, mini-supermarkets, etc, 
therefore the company divides the whole city and some suburb areas into a good many 
districts. Each district covers approximately two hundred small shops, and is in 
charged by one CR. What do the CRs do in their daily work? They go around these 
small shops every day (about 40 shops per day, totally 200 for 5 working days). This 
process is internally called "go line". In doing so, the CRs are able to personally 
convince the shop owners to order, post up the ads in or just out of the shops, convey 
1 To protect the confidentiality of the company as well as the people interviewed of this study, all individual and 
institutional names have been changed to pseudonyms unless otherwise specified. 
2 Some other departments of Earnest take charge of the business cooperation with big supermarket, restaurant, 
night club, etc. 
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the update sales news (usually about promotional items), dispatch the gifts, etc. At the 
same time, a crucial assignment for the CRs is to ensure the better-display of Earnest 
products there, such as turning the logo "EARNEST" to face the public and shifting it 
to an eye catching position, etc. These processes are called by the CRs as product 
merchandising. 
However, once, when I walked around in Shenzhen, what surprised me was that 
the CRs of Earnest were only a small part of the huge selling team of this city, 
hundreds of thousands of salesmen were easily seen everywhere, wearing different 
kinds of working suits, coming from diverse companies, representing various brands, 
but doing the similar thing. And when I looked closer and more seriously, I found that 
most of these salesmen were in the soft drink industry. What they were doing was 
almost the same as CR's job. 
The contents and nature of the CR's work resemble what Robin Leidner (1993) 
called “Interactive Service Work" (Pp.1), whose fundamental element is face-to-face 
or voice-to-voice interaction (Macdonald & Sirianni 1996:3). And according to 
Leidner (1993), there are three types of interactive service work, varying according to 
the quality of the interaction. First, the interaction is inseparable from the product 
being sold or delivered---for instance, in psychotherapy, prostitution, or teaching. 
Second, a product exists apart from the interaction, but a particular type of experience 
is an important part of the service. For example, patrons of Playboy Clubs expected 
titillation and deference as well as food and drink (see Miller 1984; Steinem 1983). 
Finally, in some jobs the interaction is a crucial part of the work process though it is 
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not part of the product (Leidner 1993). 
Just as what Leidner (1993) described, in this research, the product (soft drink) 
and the interaction service process ("go line，’）are not agglutinated. Yet it absolutely 
does not mean the interactive service is less important for the whole work process 
compared with the other two types. Actually, ever since the selling system is adopted, 
Shenzhen Earnest maintains about 15% increase in sales every year. 
One of the striking features of a postindustrial society is the prevalence of 
service work (Mills & Morris 1986:726), “The fact that individuals now talk to other 
individuals, rather than interact with a machine, is the fiindamental fact about work in 
the post-industry society." (Bell 1973: 136). Years after years, countless service job 
positions have been provided, thus more and more people are getting involved in this 
field, at the same time, in turn enjoying various services from others more frequently. 
Furthermore, even the manufacturing and technical occupations are comprised 
increasingly of service components, as U.S firms adopt Total Quality Management 
(TQM) and other customer-focused strategies to generate a competitive edge in the 
global economy. (Macdonald & Sirianni 1996:3). When production efficiency and 
quality are maximized, the critical variable in the struggle for economic dominance is 
the quality of interactions with customers. As one business school professor remarks, 
"Sooner or later, new technology becomes available to everyone, customer-oriented 
employees are a lot harder to copy or buy" (Schelsinger and Heskett 1991:81) 
However, academic research about interactive service work does not keep pace 
with the actual development, it has assumed less or at least not an equal important 
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place in sociological theorizing about work (Leidner 1996). (For a few exceptions, see 
Leidner 1996, Hochichild 1983 etc) 
The primary difference between interactive service and the traditional work is the 
existence of a third party, which is termed as service-recipient by Leidner (1993). 
With that party, the central binary of worker versus manager becomes destabilized and 
the labor process relationship becomes a triangular interaction which is more 
complicated and dynamic (Macdonald & Sirianni 1996) 
Within the past two decades, some excellent ethnographical researches have tried 
to explore this topic, in which various interactive service occupations, such as flight 
attendant, insurance agent, grocery check-out clerk, amusement park employee, 
child-care worker... are used to explain this complex relationship. Correspondingly, 
the customers they interact with are passengers, prospects, grocery buyers, visitors, 
children and their parents (Hochschild 1983; Leidner 1993; Rafaeli and Sutton 1987; 
VanMaanen and Kunda 1989). The common ground of these researches is that the 
third parties they choose are all ultimate consumers, they pay for the product and 
service, then enjoy both themselves. However, in my study, the customers一grocery 
owners, get the products (soft drink) as well as the service from the CRs, but they 
digest the service only, the products will be kept for their own business. In a word, 
they are not simply ultimate consumers as have been discussed in the existing 
literature, they are profit driven businessmen. Yet the response of these grocery 
owners to the service provided by the CRs is crucial to the soft drink company's 
access to the ultimate consumers. Their satisfaction with the CRs' service would 
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determine whether Earnest can attain a sales point in the local community. 
To the service providers, no matter what kind of customers, their job is nothing 
but to meet the needs of customers (Sellers 1990). However, the difference of 
customers' needs can be huge, especially the needs between mass consumers and 
businessmen. Thus my case is slightly different and yet is also typical for probing the 
interaction between employee and customer as well as the complicated and unstable 
relationship among three parties. 
In the mean time, interactive service work generally requires some form of what 
Arlie Hochschild (1983) has termed “emotional labor，，，meaning the conscious 
manipulation of the workers' self-presentation either to display feeling states and /or 
to create feeling states in others. Actually Hochschild's (1983) analysis of emotional 
labor in the airline industry has inspired quite a lot of case studies of particular 
interactive service jobs (e.g., Leidner 1993; Rafaeli and Sutton 1987; Sutton 1991;Van 
Maanen and Kunda 1989). These studies used different samples to talk about how 
employees use their emotions to fulfill their tasks as well as control the emotions of 
their customers. It should be noted that the service interactions examined in the 
existing literature are more of encounters rather than relationships. Social 
psychologist Barbara Gutek (1995) argues that service interactions can usefully be 
divided into two types: relationships and encounters. Providers who deliver services 
through relationships see the same customers repeatedly over an extended period of 
time, giving them incentives to invest emotionally in these relationships as well as 
knowledge that help them provide customized emotional labor. In service encounters, 
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by contrast, both providers and customers are basically interchangeable. While 
encounters may provide speedy, efficient, and uniform service, they would not foster a 
customer orientation among service providers, since the two participants do no count 
on ever seeing each other again. 
Like what I mentioned eailier, the CRs go to the grocery shops and meet with 
their customers once a week, day after day, year after year. So the kind of emotional 
labor strategy they use to facilitate interaction and to control the customers will also 
be a focus of this research. 
In sum, this research would use a multinational drink companyEarnest as an 
empirical case to study the long term interactive service work and the emotional labor 
applied. Thus i) how does management control their workers, to motivate them to 
earnestly work alone on the street, at the same time, ii) how do the CRs perform their 
work, and iii) what the dynamic three-way relationship looks like (how does each 
party ally or oppose other(s) in different situations) would all be examined in this 
research. Furthermore, I would also investigate what emotions are used in the 
interaction with the business oriented customers, and how do the workers perform the 
emotions. 
1.2 Casing a Case: A Multinational Soft Drink Company as a Theoretical Case to 
Study the Interactive Service Work and Emotional Labor. 
As Walton (1992) once argued: "A new case is justified by showing not only that 
it pertains to the interpretive issues generated in similar cases, but also that it adds 
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something to substantiate or, preferably, expand earlier understandings. (Pp.125). 
Hence, casing a case is a more theoretical rather than a practical matter. 
In my case, both the customers and the working situations are quite different 
from the previous ones. The customers are rational and instrumental businessmen, 
who have less “impulse buying" activities, compared with other mass consumers, 
insurance prospect, for example (Leidner 1993). To them, they do not concern too 
much about which soft drink to stock, not only because the profit to them is almost 
r\ 
the same, but also based on the low loyalty from mass customers, "if they don't care, 
why should I care, money talks!" The voice from the grocery owner makes the 
interaction process more complex and unpredictable. This will not only affect 
management's strategy to train and motivate their employees, but makes the 
relationship between the three parties more problematic. When the interest of each 
part is alike, under what kind of situations they will align with each other is quite an 
interesting issue which is worth investigating. 
At the same time, as the employees are assigned with a fixed area for daily work. 
It not only means the workers will have a long term interaction with appointed 
customers, but no autonomy will be left for them to pick out or give up customers as 
well. Employees are totally not worried about getting the customers, because they are 
already there, but to overmaster them, control them, is definitely not an easy job. For 
the insurance agents which were discussed in Fast Food, Fast Talk (Leidner 1993), 
they were taught "spend time with people who show interest, and get away from those 
3 For the details of the explanation of the Chinese drink industry, please refer to Chapter 3 
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who are giving you a hard time." (Pp.113). However for Earnest employees, no matter 
how many times the customers refuse them, they have no choice but keep on 
communicating with them until the order is got and some other task is fulfilled. 
What is more, the chances for the employees to interact with customers are really 
extended and frequent. At least once a week, and they will see each other as far as 
either the shop is moved or the employee is promoted. Quite different from the 
insurance agent ( Leidner 1993)，although they will usually say: “ I will see you again 
in six months." there is no guarantee that the agent who sold a policy to a customer 
would be the one who would be back six months later to collect the premium and try 
to increase the coverage. (Pp: 93). 
When a policy is sold, it means a task is finished, the commission is earned, and 
the insurance agent can go and pursue some other potential customers. However, for 
the employees of Earnest, their job is continuously selling the same product to the 
same person, thus, more and varied emotions must be involved to make the whole 
process more smooth and successful. So this research intended to find out different 
kinds of emotional labor in various situations. 
As cases are "made" by invoking theories, whether implicitly or explicitly, for 
justification or illumination, in advance of the research process or its result. (Walton 
1992: 121).The cases make no sense themselves until they are linked to something 
more general. So I use the Shenzhen Earnest as a critical case to reconstruct and 
sharpen the existing theories of labor process in interactive service work. At the same 
time，I will examine the actual organizational process and the strategies of managing 
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employees' selves adopted by the employers and the employees themselves. 
Furthermore, empirically speaking, Shenzhen Earnest is a special but also a 
typical case to study interactive service work and emotional labor. Firstly, as the soft 
drink is a competitive and fragmented industry, so when the era of production, 
quality... competition is past, it is a time to contest the service. As a result, the 
employers pay more attention to the interaction with customers, on customers' 
interests and responses, just like the Chairman of Earnest International insists he runs 
the ultimate service enterprise: "Nobody has more customer contact than we do.，’4 
Secondly, the Earnest itself per se, a powerful and long history business giant actively 
adopts a labor intensive selling system in China—a fast developing market, which 
brings satisfactory outcome. Thus the strategy design and application have reference 
meaning to the new market exploitation. Thirdly, from the perspective of Chinese 
market, the interaction method between service worker and customer is quite common 
and popular, let alone ever since that selling system is adopted by Shenzhen Earnest, a 
good many companies imitate it, not only soft drink, but other FMCGs (Fast Moving 
Consumer Goods) as well, which means the further development space still exists. 
Thus, besides the theoretical significance, the case—Shenzhen Earnest provides 
practical significance as well, it's a representative case study of the service work in 
the developing market. 
4 Quote from the training material of Shenzhen Earnest 
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1.3 The Research 
Shenzhen Earnest is a long time established Sino-US company, which entered 
China just after the "open door policy". More than twenty years have passed since 
then, Earnest is getting more and more steady in the Chinese market through its 
creative selling system一WAT (Wholesales Alternative Team). What is intriguing is 
that ever since the system was established, it has been copied and imitated by quite a 
lot of other soft drink companies. This suggests Earnest's pioneer position in building 
this selling system and at the same time, the strength of Earnest has also been 
improved a lot through competition (see Appendix 1). 
My experience as a trainee in Shenzhen Earnest not only makes me assure it is a 
critical case for interactive service work study, but has positive influence on my 
entrance as a researcher as well. In June 2002, after I introduced myself to Charles, 
the UM of Middle District, the most important marketing area of Shenzhen Earnest, 
he soon recognized me as a trainee three years ago. With my brief introduction of my 
research, he showed interest in my research. Afterwards, he introduced me to Steven, 
a TDM who is in charge of a sub-office of Middle District, named Adventure, which 
becomes my main work site. 
After several months' preparation, I entered Adventure formally in Oct, 2002. 
The office has two sales groups, each one has a IDS and six CRs, who are all under 
the management of Steven. 
I introduced myself to all the staffs of sales department as a postgraduate 
5 For the detailed development of WAT, please refer to Chapter 3. 
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student of The Chinese University of Hong Kong, joining them for data collection of 
my graduation thesis. A researcher who enter the field and will work with her 
informants seems to be a new idea to them, so besides support and cooperation, CRs 
are quite concerned about my research progress and encouraged me from time to 
time. 
Data are collected primarily by means of participant observation and in-depth 
interviews. I examined interactive service work at two levels. First, I learned as much 
as I could about the company's goals and strategies for managing the employees 
through participating in their training programs, morning and afternoon sessions, 
sales forum, etc. I also interviewed management in different ranks to understand their 
rationales and interpretations of various arrangements related to the company as well 
as the industry. Second, I investigated how the CRs and managers carried out their 
work and dealt with their customers by joining their routine “go line". The interviews 
with grocery owners gave me the insight about how the third party think about and 
deal with the dynamic relationships. Furthermore, through talking to the CRs and 
observing their work, I learned about how they made sense of their jobs and their 
response to the commercial usage of private emotions. 
During my fieldwork, I usually arrived at the Adventure office at 8:30, just like 
other CRs. The IDS usually spent around 30 minutes for the morning session, the 
target of that day and how to accomplish it were the common topic in the morning. 
Afterwards, all the CRs would prepare for their work respectively, getting order 
sheets, ad posters and some free gifts for grocery owners, such like pen, clock, straw 
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canister... all bearing a logo of Earnest. 
Each CR had a fixed area to take charge of, and they went one-fifth of the whole 
area (usually counted in terms of number of shops they had visited) per day. So what I 
did was “going line" with a different CR every day, through which I could observe 
not only different interaction styles and methods from the CRs but the responses of 
customers in various districts.^ 
I usually conducted in-depth interview with that CR on the day I “go line" with 
him/her, during or just after the lunch time. In total, I had carried out 13 interviews 
with CRs.7 
I chose to conduct the interviews during the lunch hour because we (that CR and 
I) are not familiar with each other in the morning and it would be too much for 
him/her after a tiring day of work in the evening. Lunch time would be a perfect 
period for conversation which avoids those disadvantages. 
My intention to “go line" with the CRs is to observe how they do their work and 
what kind of strategy they perform to interact with the grocery owners. Besides 
accomplishing my own goals, I also assisted the CRs. As the CRs always carried a lot 
of ad posters for their customers', I usually helped them to hold some ads to relieve 
the CRs. The CRs would usually introduce me as the new trainee of Earnest to the 
customers. Furthermore, when the CRs wanted the grocery owners to better display 
the products in the cooler, I would act as a manager from Earnest for market 
inspection to facilitate CRs' work, (trying to convince the shop owner that the 
6 The nature of districts is various, some are commercial area, some are uptowns, etc, so the characteristics of both 
stores and owners are different. 
7 Besides twelve CRs in Adventure, I interviewed one more CR from other office.. 
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company request was serious). 
After around three hours of morning work, we would find a canteen to have 
lunch and to conduct the interview. The interviews, on average, lasted approximately 
for one-and-half to two-and-half hours, and were taped. The interview would roughly 
followed the same format, beginning with questions about education, career 
background and then moving to a discussion of work experience in Earnest, their 
feeling regarding to the job, including both satisfaction and frustration, often 
illustrated with concrete examples. At the conclusion, the respondents often asked 
questions about my research and my own experience as a CR. The informal 
discussions that followed often yielded interesting data, and impelled me to 
reconstruct the questions. 
When I worked with the CRs, I usually asked them to recommend some grocery 
owners for interview, but just introduce me as an independent market researcher, and 
the interviews were always conducted with the absence of a CR to ensure objectivity. 
In addition, the conversations were usually not taped. I just took brief notes in front of 
the grocery owners to let them feel relaxed and comfortable. 
After one day's work, I would mostly accompany the CR to submit the sales 
sheet to the sub-wholesaler. Usually during that time, quite a lot of CRs from other 
soft drink companies would come too. I also tried to have some free chats with them 
to enrich my knowledge of that industry. 
CRs generally went back to the office at around 6:00, submitted one copy of the 
sales sheet to the TDS, and discussed the information they obtained on that day. Once 
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a week, TDS would give all his/her CRs some simple training, about the selling skills 
etc. Besides attending their routine morning and afternoon session, I also attended 
their sales forum which is held once two months. It enabled me to get to know many 
CRs and TDSs from other offices. I have totally interviewed thirteen CRs, three TDSs, 
one TDM, one UM, one personnel director, one trainer and six grocery owners^. 
From October 2002 to January 2003, I traveled between Shenzhen and Hong 
Kong frequently, and formally finished my fieldwork in the middle of January. When 
I was in Shenzhen, besides working with them and joining in their formal meetings, I 
spent a great deal of time hanging around the office, listening to and talking to CRs 
and other staffs. I also socialized with the CRs and managers, attending quite a lot of 
their company or private functions: dinner, BBQ, Karaoke etc. Informal talks and 
casual conversations supplemented my fieldwork and structured the formal interviews. 
The CRs felt more comfortable and less defensive to tell me their viewpoint at that 
time. Their concerns and feelings allowed me to learn more about their inner selves 
and feelings in relation to their jobs. 
1.4 Overview of the Thesis 
In the chapter that follows, I would have a brief review of the development of 
sociological studies of interactive service work and emotional labor. Chapter 3 is a 
brief introduction of the CRs’ background and the development of the whole soft 
drink industry in China. Chapter 4 provides a description and analysis of how Earnest 
8 For the background of informants, please refer to Appendix 3. 
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manages the CRs and how do the CRs respond toward that. The chapter exhibits a 
detail picture of the process of recruitment and the diverse aspects of training, 
motivation, which examines how the management exploits CRs' own motivation, to 
cultivate them to treat as their own commitment to work in the assigned district. Thus 
when management distributes the power to the CRs, the CRs are willing and eager to 
be a qualified principal of the assigned district. 
Chapter 5 points out that the CRs find out an effective and efficient way by 
themselves to control the interaction process一to build a personal relationship with 
the customers, thus the CRs apply a lot of efforts to accomplish that, such as routine 
visit, praising, favor doing and gifts giving. In a result, due to the intrinsic feature and 
unspoken rules of that relationship, the customers would not only accept CRs 
gradually but self-consciously support CRs，work as well. Through years of practice, 
the customer-CR based relationship boosts the company business as well as CRs, 
individual work, which forces the management to take back part of their power, and 
carefially deal with the dynamic relationship among the three parties. 
In chapter 6, I list out the different situations in which CRs apply surface acting 
and deep acting respectively. Then a detail analysis is followed for the gains and 
human costs of CRs' emotional performance. I argue that, in the long run, the cost 
CRs pay for their emotional labor surpasses what they have gained with a lot of 
damages at the individual level. Finally, I sum up various emotions CRs conditionally 
apply in different situations and to different customers, and conclude that once the 
emotion is used in the business world, it is no longer belonged to the individual. It 
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becomes a commodity which is implemented as an instrument of work. 
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Chapter 2. Literature Review 
Since the raw materials that service workers work on are people rather than 
unreflecting machines, the whole interaction process is more complex and 
unpredictable than the labor process in manufacturing. The 
non-employees——customers, clients, patients, respondents, and so on^are a part of 
the work process. They are not simply observers, but generally coproducers of the 
interaction (Leidner 1999:83), who not only complicate the interaction, but constantly 
produce new hints and ideas for the theory development of interactive service work. 
In this chapter, I will firstly have a general review of the relevant literature and then 
put forward my own research agenda for further development of interactive service 
work. 
2.1 Labor Control in Interactive Service Work 
As mentioned before, the key difference between interactive service work and 
the traditional manufacturing is the involvement of the third party: service-recipients. 
Hence, the triangular interaction complicates attempts to theorize management control 
strategies and that opens up a new contested terrain of management-labor struggle. 
As shown by current sociological studies of interactive service work (for 
example, Leidner 1991, 1993, 1996 and 1999; Macdonald and Sirianni 1996), a 
primary problem for management in this kind of work is how to direct, control and 
monitor customer service interactions without disrupting them. Macdonald and 
Sirimanni (1996:6) state that "constant personal supervision in these cases would not 
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only frequently be inefficient, but would present the risk of'spoiling' the product: the 
service relationship. Managers therefore attempt to determine these interactions in 
advance, combining methods of both technical and bureaucratic control^ with varying 
degrees of routinization and indoctrination." 
In Fast Food, Fast Talk, Leidner (1993) discovers that McDonald has tried to 
control almost every aspects of its business by using the classic principles of 
routinizationmakes as many decisions as possible in advance and makes sure that 
work is carried out according to managerial dicta. So workers' decision-making 
power is almost eliminated. Most of the workers agreed that there was little call for 
them to use their own judgment on the job, since there were rules about virtually 
everything. Even if unusual problems arose, the workers were supposed to turn them 
over to a manager. 
At the same time, Leidner (1996) also pointed out routinization gave service 
workers a clear sense of what was required of them, thus limiting the demands that 
could be placed on them and making them feel confident that they could do their jobs. 
However, as the service-recipients that the workers meet are different every time, thus, 
various skills will be needed to satisfy them and to provide a "quality service". For 
one customer this might be friendliness. For another (or the same one at a different 
time) it might be the speed. For yet another it might mean taking the time to share 
information and knowledge or just to chat. For still others quality service might mean 
9 Edwards (1979) coined the terms "technical control" and "bureaucratic control" in Contested Terrain. Technical 
control refers to production processes "based on a technology which paces and directs the labor process", while 
bureaucratic control refers to processes governed by institutional hierarchies and documented "work criteria" 
(Edwards 1994: 99,107) 
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service delivered by an employee who is flirtatious, solicitous and deferent. In other 
words, to perform quality service, an employee must tailor delivery to the 
idiosyncratic and changeable needs of individual customers (Fuller & Smith 1996: 75), 
as good service is often equated with ‘‘personal service" (Leidner 1996: 32). 
Hence, routinization cannot be the only managerial approach to control work. 
Furthermore, it seems at least, on the face of it, to be ill-suited to interactive service 
work. In fact, many discussions of service companies stress that adding value through 
customization is increasingly central to competitiveness (eg., Noyelle 1987). When 
the nature of the customer service interaction requires more flexibility and spontaneity 
from workers, management will have to adopt a second strategy, the "empowerment 
approach" (Bowen and Lawler 1992), or what Leidner (1993) terms "routinization by 
transformation". Through careful selection, training, and motivation, employers create 
the "kinds of people who would make decisions that management will approve", thus 
they will have the required "tacit knowledge" to serve dissimilar customers (Fuller & 
Smith 1996). 
The traits that employers look for in job applicants vary by the kind of image the 
organization wants to project, as well as by the demands of the job (Leidner 1999). 
For instance, Hochschild (1983) records that different airlines looked for different 
personality types for their flight attendants一"girl-next-door", "upper class, 
sophisticated, and slightly reserved", "brassy, fiin-loving, and sexy"~while all 
wanted employees who could work with a team and had sensitivity and emotional 
stamina.(Pp:96-98). In contrast, Leidner (1993) states Combined Insurance looked for 
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sales agents who were independent, outgoing, competitive, stubborn, cocky, “willing 
to fight", and determined to win. 
Once employees are hired, organizations use a variety of techniques to instill 
organizationally favored attitudes and to teach new staff how to do their jobs and 
comply with organizational rules. An important component of orientation programs 
and of ongoing employee relations efforts in many workplaces is indoctrination with 
company culture. Using videotapes, books and manuals, classes, meetings, and 
ceremonies, organizations convey approved attitudes and promote a sense of inclusion 
and commitment (Leidner 1999). 
Since the unpredictability or complexity of the work makes it impossible for the 
organization to decide the conduct of all interactions, so workers necessarily retain 
considerable discretion in the actual labor process (Leidner 1999: 88). One way 
organizations handle this situation is to use script to teach employees how to carry out 
the job. Scripting can range from simple instructions to guide brief interactions 
(injunctions to smile; requirements to welcome customers at the beginning of an 
interaction and request return business at the end) to remarkable detailed directions 
for longer and more complicated transactions. Taking the training of Combined 
Insurance Company (Leidner 1993) as an example, the agents were required to 
memorize long scripts for selling specific products as well as subsidiary scripts for 
responding to specific customer objections and interruptions. They were taught that 
speaking loudly and quickly would boost their confidence. They were told how to 
stand when waiting for someone to answer the door and were given precise movement 
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training for entering the house. They learned exactly when to make eye contact and 
when to break it in the course of their speeches, how to gesture with a pen to guide 
prospects' eyes and attention, and how to deliver the standard joke. (Pp: 107-116) 
However, for the jobs requiring frequently repeated contacts between the 
workers and the service recipients, as the Earnest CRs that we shall discuss later, it 
seems that to memorize the scripts is not a best way to perform the interaction. The 
scripts might only work well once or twice. If the same words and actions are 
repeatedly performed in front of the customers, not only the customers, the service 
providers would also get bored. By this token, the autonomy of employees is needed 
in this kind of service work. The employees termly meet with their customers, they 
know the background, situation and needs of their customers much better than the 
employers. They grasp a lot of information which let them understand how to serve 
and interact with the customers themselves. So, I argue, in the service work which 
involves repeated interaction, scripts are not enough, employees need some autonomy 
to use their own creativity to handle the flexible situations. 
At the same time, management would also apply a lot of motivational strategies 
to encourage the service workers. For instance, PMA (Positive Mental Attitude) 
training is used in Combined Insurance Company, in which chanting slogans, 
focusing on motivating ideas are involved. In addition, books, audio-tapes, team 
meeting are used to refresh enthusiasm and strive to eliminate negative thoughts 
altogether, aiming at making new agents more confident, optimistic, determined and 
energized so that they could weather the discouragements that salespeople face every 
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day. 
Different from Combined Insurance's PMA, other service companies use 
different methods to motivate their employees. In Charismatic Capitalism (1989), 
Biggart explores the strategies of control in the network direct selling organizations 
(DSOs) in America. She argues that the moral superiority of teamwork and awarding 
"go-give" (help each other out) behaviors constitute important motivation strategies. 
Therefore, she concludes that DSOs are developed on the basis of value rationality, 
rather than economic rationality. According to Max Weber (quoted from Biggart 
1989:101), value rationality is a belief not in efficiency or profitability, but in a 
substantive ideal or goal such as "duty, honor, the pursuit of beauty, a religious call, 
personal loyalty, or the importance of some 'cause' no matter in what it consists." In 
brief, Biggart demonstrates that many DSOs are founded on organizational ideologies 
and holistic belief systems. A new self is created for distributors and they come to 
believe that the products and their act of selling as a contribution to world harmony 
and as a manifestation of superior way of life. 
However, just as Biggart (1989) herself describes, DSO distributors largely work 
alone and only come together voluntarily for meetings and other annual events. If a 
great many of them hardly ever see anyone in the corporate offices, how can we 
believe that it is the missionary characters and moral aspects of DSO ideology that 
facilitate the transformation of distributors into people who are totally committed to 
the organizations? Their organizational ideology and charismatic domination are less 
than able to create devoted distributors of the direct selling industry. Accordingly, it is 
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hardly to believe that a new self is successfully created by DSOs. 
For the service work with repeated interaction, the frontline workers also spend 
most of their working time alone on the street. It does not make sense that it is the 
team spirit which supports them to work hard. What kind of strategy management 
uses to motivate the service workers, in which workers' working potentials can 
maximally be exerted is also the question that I will investigate. 
Meanwhile, no matter training, indoctrination or motivation, many analysts have 
argued that these attempts to win the hearts and spirits of employees should be 
understood as methods of control, despite their dissimilarity from more 
straightforward systems of regulation, incentive, and surveillance. Whether described 
as injections of charisma into the workplace (Biggart 1989), as systems of normative 
control (Etzioni 1961), or as cult-like mind control (Butterfield 1985), these practices 
are designed to organize the consent of workers to the objectives and policies of the 
organization and encourage workers to internalize its standards and discipline. This 
study aims at probing into the managerial control of service work, in which repeated 
interaction is involved through recruitment, training and motivation. 
As noted by critics of labor process theories (Collinson 1992; Knights 1990; 
Knights and Morgan 1991), the inability to theorize workers' subjectivities represents 
a major weakness of the paradigm. In labor process theory (Leidner 1993; Biggart 
1989; etc.), employees are often depicted as mere objects of the societies and 
corporations they constitute. The absence of the elements of agency and subjectivity 
in work organizations inevitably pre-empts labor process theory from fully exploring 
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the dynamics of work processes that incorporates the strategies and practices of 
workers and employers. Bringing subject into the analysis of labor process has the 
potential to transform and to enrich our sociological understanding of how workers 
understand their work conditions and how they respond to such constraints. 
In interactive service work, characterized by the impossibility of employers to 
intervene in worker-customer interactions, how do we reconstruct the missing-subject 
theory of labor control? Recognizing the fact that service workers' subjectivities are at 
the heart of their employers' efforts to control the process (Knights and Morgan 1991; 
Leidner 1996; Wharton 1996)，how do we examine the workplace struggles for 
control grounded in the workers' selves? My study aims at elaborating and extending 
the existing labor process debate to explore workers' subjectivities under management 
control. In particular, when the interaction needs some autonomy of workers to 
accomplish the task better, how does management actualize their control? I shall 
attempt to examine the interrelationship between subjectivity, control, autonomy, 
compliance, and consent in the interactive service workplace. 
2.2 The Dynamic Relationship among Three Parties 
While the dynamics of conflict between workers and managers certainly does not 
disappear, the presence of service recipients greatly complicates the picture. In this 
setting, the power dynamics of the workplace shifts from a tug-of-war between 
workers and management to a three-way contest for control between workers, 
management, and service recipients (Leidner 1999: 91) And we must reopen the 
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questions of who tries to exercise control and how they define their interests. 
For years, how to control and manage the workers, thus raise the efficiency and 
extend the output, is always a key concern of the manufactory management (eg. 
Edwards 1979; Child 1985; Hyman 1987). However, in interactive service work, a 
third p a r t y t h e customers are involved, thus their performance is indispensable to the 
whole work process (Chase 1978; Danet 1981; Schneider& Bowen 1985). Several 
writers have suggested that clients' contributions can be optimized if clients or 
customers are perceived as "partial" employees (Allport, 1933, Barnard 1948, 
Lovelock & Young 1979，Mills 1986). That is, in complex services where customers' 
performance is crucial to service production, boundaries of the service organization 
have to be expanded to incorporate the customers as temporary members or 
participants (Mills & Morris 1986: 726), and thus managements' controlling ambition 
expands along with that. 
Take Combined Insurance Company (Leidner 1993) as an example, no matter 
how detailed the scripts management uses, they ultimately pay more attention to 
customers' performance, aiming at letting more customers voluntarily participate into 
the selling process. In Combined Insurance, rigid scripts were provided to agents 
about how to introduce self, warm up the prospects, coming into the business... In 
case the agents' presentation is interrupted, they would use some quick phrases to 
restart. Actually if the agents have enough experience to control the situation well and 
the prospects are not that aggressive, there is even no opportunity for the prospects to 
interrupt (Leidner 1993: 110). It is quite unbelievable that “a Czech guy who didn't 
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know any English except for the sales talk. He learned the scripts phonetically and 
didn't even know what the word meant... He sold twenty applications on his first day 
and is now a top executive" (Leidner 1993:108). 
However, as I mentioned earlier, the use of detailed scripts is not applicable to 
repeated interaction, hence, it's still problematic how management requires the 
frontline service workers to long term perform the interaction which ultimately aims 
at controlling the customers. Yet no matter how much efforts management has made 
to prepare and predict the service process, it is the workers rather than managerial 
staff who will face the customers. 
In some service setting, employees and customers hold different views on who 
had the right to control service encounters. Supermarket is one example (Rafaeli 
1989). She described that since the customers are paying, so they feel they have a 
right to monitor and control how much is paid, which implies monitoring and 
controlling the cashiers' behavior. Just like one customer spoke loudly to a cashier: 
"Why can't you be more polite? I am paying! And you are serving me you know!" 
(Pp. 260) 
At the same time, the desire to save time also drives customers to monitor the 
cashiers. Since the checking out process often causes bottlenecks in the store, 
customers are forced to stand, wait, and do nothing, while a cashier processes orders. 
Such waiting is a nuisance (Maister 1985). Hence, customers usually seek means to 
shorten their waits. They may do this by suggesting to the cashiers various means to 
save time. They would also try to do things instead of letting the cashiers do them, 
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such as packing delivery crates (the cashiers' job), going to the shelves to check a 
price or code, etc. In sum, because of the time and money involved, customers seek 
and see themselves as having a right to control their encounter with a cashier (Rafaeli 
1999: 261). 
In contrast, cashiers think it is their right to control the process in order to do the 
job. "It's my job. I know best how to do it. He thinks that because he shops here he 
can run thing. But I am here every day. It's my job. I know how to do it. And it drives 
me nuts when he tells me what to do." (Rafaeli 1989:262) Thus, when customers 
attempt to monitor cashiers' behavior and to tell them what to do, cashier seek ways 
to establish his/her control. According to Rafaeli，s finding, the cashiers use four 
strategies for reclaiming control of service encounter: ignoring customers, rejecting 
customers' right to control, reacting to customers' attempt at control, and engaging 
customers so that they don't try to seek control. 
The conflict between customers and service providers is strong, even though 
there are only several minutes for them to meet. Both of them want to gain more 
power, to be active, to have influence on the counterpart and to guide the interacting 
process. Here is a nice example to illustrate more: a male undergraduate approaches 
the reserve desk at a university library and simply says three words: “Cyril Roth 
Venice." His economy of words is met with the following response by the middle-age 
woman behind the desk, articulated slowly and addressed as well to the surrounding 
group of students and professors waiting their turn: "Would you like book?" ("Yes.") 
“And who is the author of that book?" ("Cyril Roth.") "And what is the title of that 
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book?" CVenice：') (Macdonald & Sirianni 1996:17). In a simple and dignified way, 
and with a gentle irony, the woman takes control of the interaction and uses the 
economy of time in the service interaction as a public lesson in respect. 
In the mean time, as the customers spend more time with the service workers and 
are physically closer to them (Rafaeli 1989: 251), so if the customers themselves are 
not strong enough to compete with the employees on the battlefield, they could align 
with the employers, using their physical closer convenience to give some feedback to 
employers to contain employees (Fuller & Smith 1996:75). 
Customers can report to manager if they want to punish the cashiers' slow 
merchandising. Similarly, when they wanted to reward cashiers for desirable behavior, 
they will comment about it to the manager or coworkers (Rafaeli 1989: 255). 
Customers' presence at the workplace always warn the service workers that there are 
people who are observing and judging their performance, and all these will be known 
by their boss at anytime. So as Fuller and Smith (1996) argued: "To some extent, 
customer feedback can supplement or even preempted on-site middle managerial 
control (Pp.77). Then the status of customers would probably increase because of 
their potential power. 
However, from the perspective of customers, they are only interested in a 
"quality service" (Fuller & Smith 1996), and to be satisfied. So if they will use their 
feedback to align with the employers, they will definitely go with employees 
sometimes to enlarge their own benefit. At the same time, workers have a long history 
of resisting many forms of managerial control in the manufacturing (eg. Edwards 
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1979). Now in the service work environment, the customers can either be their rivals 
for the leader position in the work process, or to be their partners to counteract 
employers' control. But surprisingly, the existing literature almost ignore the 
possibility of such an alliance. This might be an outcome brought about by the neglect 
of subjectivity of service workers. Because of the out-reaching working mode, 
managers might have no idea what the workers exactly do every day. If workers do 
align with their physically closer partner—customers, it will be an ironical but serious 
problem which is worth probing. 
The interests of the customers and employers are always different based on the 
profit, and the employees are always in the middle, cross pressed. So what will the 
employees do if they are not sure which party to follow? Will a third interest come out? 
This is also an answer I want to find in this research. 
In interactive service work, we find not a stable pattern of workers and managers 
acting on interests that are directly opposed to each other, but a complex dynamic in 
which each of three groups of participants having interests that would sometimes 
bring them into alliance, sometimes into opposition with each of the other two. 
Therefore one of the intentions of this research is to comprehend this dynamic 
relationship. 
2.3 The Limitation of Emotional Labor in Existence Literature 
It has been fully documented (Grayson 1998; Hochschild 1983; Leidner 1995; 
Pierce 1995;etc) that interactive service work calls for, in the part of the workers, a 
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great deal of emotional labor, meaning the conscious manipulation of workers' 
self-presentation to display feeling states and to create feeling states in others. 
According to Hochschild (1983: 7), emotional labor means "the management of 
feeling to create a publicly observable facial and bodily display’，which is done and 
put into the public place. It is sold for a wage thereby embodying an exchange or 
market value. The concept highlights the demands on emotional management of the 
people working in the human assembly line in the expanding service sector of the 
post-industrial society. Employers exploit not only workers' mental and physical 
strengths, but also their emotional capacity to work. Workers' private feelings are 
suppressed so as to be in tune with organizationally accepted norms. An example 
being flight attendants who must be respectful and hospitable when serving 
passengers even they actually feel bored and unsympathetic (Hochschild 1983). The 
emotion, once the most private part of people and now becomes a commodity which 
is sold and bought in the market now, it is usually performed through surface acting 
and deep acting (Hochschild 1983). 
Surface acting involves simulating emotions that are not actually felt, which is 
accomplished by careful presentation of verbal and nonverbal clues, such as facial 
expressions, gestures, and voice tones (Ashforth &Humphrey 1993). A flight 
attendant discussed how she would prevent panic during a crisis, despite her own 
anxiety: 
Even though I'm a very honest person, I have learned not to allow my 
face to mirror my alarm or my fright. I feel very protective of my 
passengers... my voice quiver a little during the announcements, but 
somehow I feel we could get them to believe... the best (Hochschild 
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1983:107). 
The flight attendant uses surface acting to display an emotion一calmness一that 
she does not actually feel. The use of surface acting does not mean that the agent 
experiences no emotion (in this case, the agent experiences anxiety), it means that the 
displayed emotion differs from the felt emotion. 
By contrast, in deep acting, actors deceive themselves as much as deceiving 
others. They consciously and deliberately manage their feelings from which 
expression can follow. These actors attempt to actually experience or feel the 
emotions that they wish to display (Hochschild 1983). In the following example, a 
flight attendant describes how she tries to stop being angry and resentful at an 
annoying passenger: 
I just talk to myself: "Watch it. Don't let him get to you. Don't let him 
get to you..." And I'll talk to my partner and she'll say the same thing to 
me. After a while, the anger goes away. (Hochschild 1983:55) 
While the surface acting focuses directly on one's outward behavior; deep acting 
focuses directly on one's inner feelings. (Ashforth & Humphrey 1993: 93). As 
emotional labor is crucial to the performance of interactive service work (Leidner 
1999), so for the service workers, to do the job, they have to, at the very least, 
pretending to like it, and, at most, actually bringing his whole self into the job, liking 
it, and genuinely caring about people with whom he interacts (Macdonald & Sirianni 
1996: 4). In this study, I attempt to examine the acting service workers perform in the 
repeated interaction with businessmen, and I argue that because the interaction is 
frequent and repeated, the service workers would use different actings in various 
situations. 
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With the emotions being used in the service work, quite a lot of scholars have 
pointed out the consequences of emotional labor (eg. Hochschild 1983, Wharton 
1996), and most of them considered it as negative rather than positive. As Karl 
Albrecht and Ron Zemke (1985) observe: "The service person must deliberately 
involve his or her feeling in the situation. He or she may not particularly feel like 
being cordial and becoming a one-minute friend to the next customer who approached, 
but that is indeed what interactive work entails" (Pp 114). 
The costs of workers to perform this type of work can be great, and can include 
emotional burnout, confusion about emotional authenticity, and an inability to "turn 
off’ emotional production at the end of the day. In short, workers can experience 
alienation from that part of themselves controlled by management: their emotions 
(Macdonald & Sirianni 1996: 9). 
Like every coin has two sides, emotional labor also plays some positive roles. 
Ashforth and Humphrey (1993) argued the emotional labor may increase self 
efficacy~that is, the belief that one can successfully fulfill task requirements一and 
task effectiveness. Relatedly, by fulfilling social expectations, emotional labor makes 
interactions more predictable and avoids embarrassing interpersonal problems that 
might otherwise disrupt interactions. A salesperson who laughs on cue at a client's 
poor joke is allowing interaction to flow more smoothly (Gross & Stone 1964). My 
account aims at improving upon researchers' depiction of the negative consequence of 
emotional labor on the service providers in the long run. 
Zeithaml et aL,(1990) pointed out that although customers may agree on what 
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generally constitutes good service, specific expectations may vary as a function of (a) 
the particular industry, organization, and occupation; (b) the particular service 
rendered; and (c) the background and needs of the customers. Among the existing 
ethnography researches, the interaction between the service workers and customers is 
mostly short term rather than long term (eg: Hochschild 1983, Rafaeli 1989), the 
emotions workers show in front of the customers would be an instantaneous behavior, 
as with the finish of interaction, the workers and the customers may hardly meet with 
each other again. But this is not necessarily the case in all service interactions, in 
some interactions, the service workers and customers do keep on meeting with each 
other again and again, such like the Earnest CR and grocery owners. It would be a 
challenge for the workers to exhibit a proper emotion in front of the customers. In 
addition, it is also problematic whether the service worker would fixedly apply a 
single emotion, like the cheer and friendliness the flight attendants (Hochschild 1983) 
deliver or use an “emotional contrast strategies" (Ashforth & Humphrey 1993:96), the 
bill collectors for example (Sutton 1991), who apply sympathy to friendly or sad 
debtors, at the same time, show irritation and anger in front of the angry debtors? 
What is more complicated is, when we discuss the possibility for service workers to 
apply various emotions to different customers, we should not assume that they would 
eternally apply the same emotion even to the same customer. As the interaction lasts 
long, so would the service workers exercise different emotions even to the same 
customer? 
The long term and fixed "go line" determines that the nature of interaction is 
33 
different from those repeated in the existing literatures, so does the emotional 
application. This is an issue that nearly no research has covered before. Thus in this 
research, I would try to address some of the limitations in the existing literatures, and 
point out how emotions are applied in the long term interaction. 
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Chapter 3. The Background of the CRs 
I am intrigued by the question: Why such a powerful and well established US 
company has to rely on this traditional, out-of-date and labor intensive selling system 
to market its product in China, especially when we have moved into a knowledge 
based economy. Needless to say, Earnest spends abundant money on the advertising 
every year: TV ads, outsider posters, booths, vending machines, etc. Moreover, large 
numbers of super movie stars and sports athletes are invited to promote Earnest's 
products. These campaigns should be enough to promote Earnest. So why should this 
MNC bother with organizing its own marketing teams at the district level? 
In this chapter, I will explain why these CRs are needed and how they came into 
being. I will look at both the objective circumstances (the Chinese soft drink industry, 
the characteristics of the soft drinks， the customers who interact with CR 
everyday一grocery stores, as well as the ultimate consumers' response) and the 
subjective consideration of the Earnest company itself to analyze the use of the CRs in 
marketing. 
3.1 The Soft Drink Industry in China 
The soft drink industry丄。is the most quickly-developed industry in food and 
beverage of China. In 2000, the production of soft drinks was closed to 15 million 
tons, increased by 25.7% compared with that of 1999, and it is predicted that the 
production will reach about 24 million tons in the year of 2005. 
The figure information is from Research Report on Chinese Soft Drink Market 2001 
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For years, the competition within this industry has always been fierce.There were 
more than 3000 enterprises in the soft drink industry in 2000, including both 
stated-owned and non stated-owned enterprises, but most of them were in small scale 
and only 20 of them had annual production exceeding 5 million liters. At the same 
time, though China has around 1.3 billion citizens, but "China's huge population did 
not translate easily into a steady stream of customers" (Geng Cui 1997:34). According 
to official statistics, China's average per capita annual consumption of soft drink in 
2000 was only 8 liters, one-fifth of the average level of the world, and about 5% of 
western developed countries. However, from another point of view, the potential of 
this market is great. So based upon an expectation of China's market potential, quite a 
lot of foreign soft drink companies (including Earnest) entered this battlefield 
excitedly. 
Besides the number of competitors in the industry, the characteristics of easy 
substitution is another reason which makes the competition so intensive. Especially 
those with similar product feature, n the components and market segments are more 
or less the same. As the industry structure is so open, the existing players cannot 
easily raise prices to increase their profit. Moreover, as the bargaining power of the 
buyers is significant, they can select and change to other brands without bearing any 
cost. This puts pressure on the players in the soft drink industry by forcing them to 
keep their price competitive. Just as one UM of Shenzhen Earnest, Charles once said: 
“In this industry, the profit margin of each product is low. We can only depend on the 
The soft drink market as a whole in China is defined to cover a variety of product categories, they are vegetable 
protein drinks, Ready-To-Drink (RTD), fruit juice and fruit based drinks, bottle water and carbonated soft drinks. 
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large sales volume to survive ” 
According to the findings of a market research report, there were about 239 Joint 
Venture companies in this industry, responsible for 60% of the total sales. Compared 
to some other local brands, Earnest is relatively easy to attain its market share and to 
surpass most of the other brands. But this is not the ultimate objective of Earnest. It 
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aims at becoming the most profitable CSD company in the Chinese market. 
3.2 The Characteristics of Soft Drink 
Soft drink is a kind of FMCG (fast moving consumer good), with low 
technology component and margin profit. However, the quantity of the demand is 
huge. The strategy of soft drink companies is not simply to wait for consumers' 
demand, but to stimulate them. Thus a lot of attractive advertisements can be seen 
everywhere. Besides, huge amount of money is invested for inviting super stars to 
assistant in promotional campaigns. Companies have made a lot of efforts in these 
aspects, hoping to add some extra value to the products. 
3.3 The Customers Whom the CRs Interact With 
One interesting feature of Shenzhen is that there are many grocery shops in the 
city, which are called “sze dor”，a Cantonese pronunciation of “store，，. According to 
the regulation, as long as you have a PRC ID, and around Rmb 20,000 as a start-up 
capital, you can open one sze dor. So when people are unemployed, do not want to go 
12 As the core product of Earnest is CSD (Carbonated Soft Drink) 
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out to work or for other reasons, they can open a “sze dor" as a way to make a living. 
This is why there are so many “sze dor，，s and the number is still growing. 
Usually the grocery store is not big, around 10sq.m in size, with one or two 
shelves and coolers, several chairs^^, and a counter. The decoration of these grocery 
stores is minimal but the shopkeepers sell a great variety of good (most of them are 
food, such as instant noodle, biscuit, chocolate, candy, beverage, etc.) And in order to 
promote their business, these stores would also provide other commodities like soap, 
toothpaste, towel, lighter, cigarettes, toys, stationery, telephone card. 
Because the grocery stores are located all over the city and they are able to serve 
the local community by selling a variety of goods, they are highly welcomed by both 
residents and passersby. 
So for the soft drink companies, to gain access to these grocery stores is a key 
strategy to enlarge their shares of the whole market. They also try to get the best 
position to promote their products, the place which can be easily seen whenever 
people want to buy a drink or even just pass by. "Not 100% been bought, but at least 
been seen". “Once a company has attracted a consumer through advertising, the 
company must make sure that its products reach the consumer's neighborhood store 
shelves." (Geng 1997:37) 
3.4 The Response of Ultimate Consumers 
As mentioned earlier, there are countless brands in the soft drink market and lots 
The chairs are originally served for the consumers of grocery stores. However, the salesmen use them more 
often than the consumers, eg. when the salesmen have a long conversation with the store owner, or in case they 
want to post up the ad on some higher place. 
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of them can be substituted by others. So consumers' loyalty to their chosen brand is 
low (Ho 1997). They would simply switch to other brands if the price of any 
particular brand decreases and/or when they are attracted by a particular promotional 
icon or campaign. Therefore, from the companies' point of view, just to enhance the 
desire of the consumers is not enough. They also need to develop the consumers' 
loyalty to their products. 
For Earnest, they think that the formation of consumers' attitude towards its 
product has a process: Awareness——Trier---Preference---Loyalty. Charles explained 
this process to me: 
"When Earnest first came to China twenty years ago, consumers were 
not familiar with this brand. But at least they knew that is was from 
America, representing the American culture. So they were willing to try 
this ‘exotic，brand. Later when our market is more mature, more and 
more people like to purchase it. Then our task is to attract them to repeat 
buying. In most cases, when they want to buy a drink, they will think of 
Earnest first. Then the last step, and also the most challenging one, is to 
help the consumers to build up the brand loyalty on Earnest. Whenever 
they need a drink, Earnest is their first and only choice. They have got 
used to the taste, the price, the packing, the color, everything about 
Earnest and be stick to it. Fortunately, they will also have influence on 
others' buying behavior...’’ 
Charles made a pause and laughed himself when we discussed here. Afterwards, 
he continued to explain and made an excellent metaphor for understanding and 
remembering that process: 
"Just like the process of the dating between a boy and a girl. When they 
like each other, they will go out, dinner, probably. After the first date, 
they feel good and then they will keep on going out together, dinner 
again, movie，shopping, etc. Finally, they feel that they can't apart, then 
they get married. Loyalty comes from then onwards." 
It's absolutely not an easy job to win consumers' money, let alone, their heart. 
Therefore the establishment of the system of CRs must be an outcome of serious 
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thinking by Earnest itself. 
3.5 The Development of the CRs 
Shenzhen Earnest was the first bottling plant Earnest International established in 
China. It assumed the form of CJV (co-operative joint venture) when Earnest 
International first entered China about twenty years ago. The Chinese partner they 
chose for the joint venture was a state-own soft drink enterprise. Actually, the idea of 
teaming up with a local Chinese enterprise was considered as an appropriate move to 
many foreign investors in the early years when they had little knowledge about the 
regulatory and operating environments in China. Under such arrangements, the 
Chinese partner could help the foreign investors to a great extent such as to get 
through the maze of bureaucracy and to obtain official approaches under many 
regulations and practices which were classified as "internal" and unavailable to the 
foreign investors. Besides, at that time China was still essentially a planned economy. 
Forming joint venture with local Chinese enterprises was desirable because the 
project required heavy support from government authorities to obtain the utilities 
supply, transportation, etc. 
During the CJV stage, Earnest was responsible for contributing production 
equipment while the Chinese partner was responsible for providing land, building and 
labor. The daily management of the Shenzhen Earnest was under the Chinese partner, 
and Earnest shared little profit from that bottling plant. 
Later, as this industry became more and more competitive, Earnest and its 
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Chinese partner had different interest in this bottling plant. From the local partner's 
perspective, they are more interested in maximizing the joint venture's profit within 
the period of joint venture. The local partner made decision for the joint venture with 
a rather short-term perspective because the joint venture period was limited. They had 
no interest in the long-term matters, such as building brand name, expanding the sales 
force, which are believed to be beneficial to the long time competitiveness of the joint 
venture. 
Thus, Earnest started to re-consider the ownership structure of its joint ventures 
and concluded that the co-operative joint ventures should be converted into majority-
owned equity joint ventures. Later, through a general debate, during the middle of the 
90，s, Shenzhen Earnest changed to the Equity Joint Venture (EJV), in which Earnest 
International had the management control. 
Then the first thing the company wants to achieve is to strengthen the sales and 
distribution capability of the JV. Before the EJV was established, the great majority of 
its products were distributed through the traditional channels, ie. major wholesalers 
and distributors specialized in beverage sales, the direct sales were small. The 
advantages of selling through major wholesalers and distributors were that a readily 
available distribution network was there and the selling cost was lower because there 
was no need to employ salesmen to call on the customers. However, this distribution 
method also placed the company in a passive position and was subject to the 
influence and control by the major wholesalers and distributors. The heavy reliance 
on major wholesalers and distributors severely undermined the company's ability to 
41 
control pricing or develop direct contact with customers. Just as Steven, a TDM of 
Shenzhen Earnest said: “Before that, we only paid attention to production. We had no 
idea to whom the drinks were sold and how it was sold exactly.’， 
Later, Direct Selling Delivery (DSD) was introduced to Shenzhen bottling plant 
from the Earnest International, which means the drinks would be delivered directly to 
individual retail outlets, bypassing wholesalers. 
However, the successfiil experience in other countries did not fit very well in the 
case of China. Firstly, the grocery stores play an important role within the retailing 
network. They are usually located on some narrow streets and very closed to each 
other. So it would be inconvenient and uneconomical for the company to drive a big 
truck, delivered the drinks to the stores one by one. Furthermore, due to the small 
space and the limited selling capability, each store could only order several boxes of 
drinks every time the company's truck went there. The truck have to stop a lot of 
times in order to send the products to these grocery stores and the total number of 
retailer they can go everyday is small. So the method is inefficiency. Secondly, quite a 
lot of grocery stores have the habit of on credit, they are used to paying the bills once 
a week or a month. However, this would not match the DSD system. For the DSD, 
stores should get the products and pay the bill on the spot. No arrears are permitted. 
Thus, by reason of this arrangement, the store owners complain a lot and this brought 
a negative effect on the brand and the company's reputation. Thirdly, in order to cover 
as large a share of the market as possible, the bottling plant purchased a lot of trucks 
and motors for delivery. This suddenly increased the operational cost. 
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At that time, Shenzhen Earnest worked with DSD on a large scale, expecting 
satisfactory results. But unfortunately the DSD arrangement did not work there. 
Chow & et al. (1997) argued that successful multinational enterprises had to 
adapt their strategies into the host countries and cultures. There were significant 
differences between the implementation of North American business concepts and 
Asian ones because implementation depends on people. Business strategy in the 
Asia-Pacific region, according to her argument, should be made relevant to the 
specific country with consideration of the role of the government, the role of the 
family and the role of historical and cultural factors. 
Later, in order to cut cost, Shenzhen Earnest thought about having cooperation 
with wholesalers. 
"We found some wholesaler ourselvesand contracted with them. That 
means they could only sell Earnest. Because the wholesalers were so 
familiar with the retail market, they frequently had business contact with 
the retailers. Thus, to pay on the spot or later was no problem for both of 
them at all. Besides, motors or tricycles were the transportation 
instruments they originally used and this cut a lot of our cost. According 
to the contract, we would give a commission to each box of product they 
sold. This still helped us to save a lot compared with using the DSD for 
the grocery owners." 
Steven explained why they gave up the DSD on the grocery stores. However, for 
such an ambitious company, which wants to be the most profitable one in the CSD 
industry, simply to find out a suitable way to goods delivery was not enough. They 
wanted to enhance their product images and to build brand name as well. 
"We have experience in product merchandising. We know how to put the 
products which in order to attract the consumers. We know when and 
where to handle the promotion. We know how to sell more S.K.U (Stock 
14 Earnest selected the wholesalers based on their previous service for the retailers, the transportation ability, 
financial condition, the capacity of warehouse, etc. 
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Keeping Unit)丄5 . We know how to get more customers.. .However, our 
wholesalers don't have such ability. So we think if our strength and the 
wholesalers' can be combined, that will be a perfect selling system. 
Then we think about hiring CRs to get the order, establish high quality 
brand, get update market information... but leaving the delivery job to 
the wholesalers." 
So the CRs’ job is not easy. Besides selling, they also help the company to 
achieve the goal: No. 1 CSD company in China. The advertisement can attract the 
consumers' attention, yet if the shop does not have that S.K.U he/she wants, that the 
transaction has not been completed. The super star would induce "impulse buying". 
However, if the company does not have a regular interaction with the consumers, they 
would hardly be changed into loyal consumers. 
The whole Chinese soft drink market is big. At the same time, many enterprises 
want to share at least a piece of this market. So for the bigger enterprise, such as 
Earnest, their task is not only to surpass the small competitors, but also beat the 
powerfiil rivals, win the game, and be the champion. 
"Actually it's not easy for us to enter the Chinese market and get free 
competition at the very beginning. We faced strong resistance both from the local soft 
drink companies and the Chinese government. It took us a long time and great efforts 
to involve inside." Said Charles, a UM who has been employed by Shenzhen Earnest 
since it was established. "That experience doubled the company's determination to do 
a good job in this market. At the same time, it strengthened our ambition to win the 
market as well." 
But compared with other foreign brands, Earnest is not the first one to enter the 
S.K.U: Means the category of the products according to the taste, packing material, size, etc. For Shenzhen 
Earnest, it totally had twenty-nine S.K.Us. 
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Chinese market. Just as Sun Zi stated in The Art of War “Those who arrives at the 
battle field first and wait for the enemy to come will at ease and unhurried, and will 
have the opportunity to seize the initiative'. While those who arrive later and join the 
battle in haste will easily be exhausted and be in a defensive position." In the Chinese 
soft drink market, Earnest does not have the chance to take the initiative and be more 
aggressive. But if the company continue not to adopt a more active approach, such 
like looking for the customers directly and doing product merchandising, the future of 
Earnest will not be bright. 
In FMCG, wholesaler selling is usually considered as passive, while DSD is 
treated to be a more active selling method. This is because the company has a direct 
access to the customers, knowing what is going on in the market. Nevertheless for the 
reasons mentioned above, it seems that Shenzhen Earnest is not suitable for using 
DSD. But they do not want to give up the active function of the DSD at the same time. 
Based on this, a totally new selling system is established and it is unique for the 
Earnest International. It is call WAT~wholesaler Assistant Team. In this team, the 
CRs reach out to the customers actively and accomplish the task which is difficult for 
wholesalers to fulfill, such like product merchandising. In other words, the CRs assist 
the wholesalers in getting orders. But the delivery job is left to the wholesalers 
themselves. 
At the same time, although Earnest is a century-old brand, in China, it is still 
new and young. The WAT system is both a spring board and a foundation for 
Earnest's global market strategy. In Earnest International, there is a term, called "Best 
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Practice", which means inventing suitable selling method for different markets. In any 
case, to make an influence on or even control the customers is key to selling in 
whatever market. The WAT system is new. The CRs are also tailor made. They are 
employed not only to serve the customers, but also to keep an eye on this changeable 
market. 
However, such a systematic and comprehensive selling method is not developed 
overnight. When it was first put into use, there were only several CRs who visited the 
grocery stores, got the order and did some simple merchandising. Besides, the 
company only contracted a few wholesalers to do the delivery job. After about 5 
years' development and improvement, the system becomes satisfactory and the whole 
team becomes bigger and stronger. Now the WAT system has covered all the urban 
area of Shenzhen, aiming at opening up more suburban areas. And when the company 
exploits more areas, they need more selling staff. They will follow these steps. First, 
do the outlet census, (to see how many grocery stores are there).Secondly, according 
to the experience, only 50% of the retailers are worth adopting WAT.^ ^ Thirdly, 
around 200^^ outlets in a centralized district will hire a CR, and usually six to eight 
CRs are in control of a TDS. Moreover, the company also realised that only a few 
wholesalers are not enough for delivering goods. So now horizontally, the company 
has about seventeen wholesalers (one UM with one wholesaler), and vertically, more 
than four hundred new sub-wholesalers (most of the CRs has one sub-wholesaler, and 
Quite a lot of grocery stores, because of their bad geographic location or some other reasons, the selling 
capacity of drinks is very weak. 
i The company did a project named "Time to sell", to calculate the time the CRs need to do the job (including 
oommunit)', lunch time). It was found that 40 stores per day is a most feasible quota, and for 5 working days, the 
total is 200. ‘ 
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a few have two). Sub-wholesalers get the goods from wholesalers and deliver them to 
the grocery stores directly. Therefore, now the circulation process of the drink can be 
charted as: 
Bottling Plant----Wholesaler--- Sub Wholesaler—Retailer—Ultimate Consumer 
So far, we have got the idea of the responsibilities of the CRs. In the next chapter, 
I will study how management controls the CRs and how the CRs respond towards 
that. 
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Chapter 4. Distribution of Power and Responsibility 
As the CRs are the frontline staffs who represent company to interact with the 
customers every day, they are expected to understand the job requirements well, fiilly 
exhibit the merits of the company, and to be an "active advertisement". "What we 
want are generalists, who are familiar with all the customers as well as the 
environment in the area. Besides selling the drink, they are also expected to handle 
most of the issues they encounter in their daily work. In a word, they are the 
principals at the districts ” Tony, the HR manager of Shenzhen Earnest described an 
ideal CR in the mind of company. In order to accomplish that goal, Shenzhen Earnest 
has done a lot from recruitment to training to motivation. 
As Shenzhen is a quickly developing city, hundreds of thousands of people rush 
there to find a job every year. So what are the criteria for Earnest to find out the right 
person to be its CR. How do they judge the candidates? And when the candidates are 
employed, how does management train the CRs to perform the interaction and to 
become the ideal service worker? In addition, what kind of strategy do the employers 
adopt to motivate their employees every now and then to maintain their working 
enthusiasm and be willing to interact with the same customers day after day, year after 
year? This chapter will focus on the process, how to change a fresh young 
man/women into a competent CR. 
4.1 Choose the Right Person 
The unpredictability of service interaction and frequent contact with various 
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customers mean that not everybody can do the job, or at least, do the job well. So 
Leidner (1999) suggested to hire "professional" (Pp.89) and other researchers argued 
that "people people" are more appropriate for high-contact service industry rather 
than “things people" (Tansik 1990; Zemke and Schaaf 1989). 
To Earnest, they invented a systematic candidate assessment process, which is 
called "Targeted Selection", to hire their frontline staff. The process is generally 
composed of criteria setting up, data gathering and final evaluation. 
For the criteria of employment, besides communication skill, initiating action, 
convincing ability... the requirements that are commonly needed for a salesman, 
Earnest emphasizes people's attitude, and they call it "Motivation Fit". 
The motivation fit is made up of three aspects: job fit (satisfaction with job 
activities and responsibility); organization fit (satisfaction with the organization's 
values and method of operation) and location Fit (satisfaction with the geographic 
location of the job). 
"To some extent, we think attitude is much more important than ability. 
It decides whether the CR will quickly learn the skills needed for the job, 
stay in the same position patiently and emotionally involve in it. So we 
still employ some CRs who are fresh from school. They don't have any 
experience, but hold high enthusiasm and some basic required skills. 
They like the job and have the determination to do it well." 
Earnest spend quite a lot of time and energy to hire and train the suitable person 
to fit that position. They always try a lot of methods to keep their employees in the 
company. In other word, to find the suitable candidates is a good way to decrease 
turnover. 
"Be honest, it's not that easy to find appropriate candidate to be our CR. 
Someone would write in the application: 'Because my wife works in 
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Shenzhen, so I have to find a job before the end of this year, otherwise I 
should only go back to my home c i ty...，To me, although he has 
experience, he doesn't have a proper objective. What he wants is only a 
job to help him to stay in Shenzhen. He would leave us quickly after he 
has found another “better job". I give you another example. I talked to 
an applicant two weeks ago, who used to owned a small restaurant, but 
went bankrupt some days before. Then I asked him: 'why do you choose 
Earnest?，and he answered me: ‘I hoped Earnest could help me to have a 
sum of money, then my restaurant would reopen. ‘ In this case, his 
motivation for working hardheadedly is also low, as he cares about 
money only and this will block his career development. And frankly 
speaking, to work as a CR can hardly help him to quickly save the initial 
capital he wants. So he would easily give up if his original needs are not 
satisfied." 
Motivation plays an important role in the selection process. Other factors, such 
like gender, age, education background (Macdonald & Sirianni 1996) seem less 
significant for management's consideration. So when I work with CRs, I can hardly 
find a fixed type from the explicit and tangible facets of all the CRs. They can be 
either male or female, age from less twenty to more than thirty, fresh school student or 
people with lots of working experience, in the F5 level or degree holders... the only 
similarity of them is the high motivation to involve in their work and do it well. "I 
treat Earnest as my career staring point, I must do it well!" "I have full confidence in 
myself to be a good CR." “Earnest provides me with an excellent opportunity. I really 
cherish it and the only thing I can do is to try everything I can to accomplish the 
task"... 
How does Earnest measure and judge the motivation of candidates? How do they 
distinguish the targeted employees from others? They designed a comprehensive 
method for interview and selection. The interviewers would ask standardized 
behavioral questions to gather the past behavioral examples of candidates. The 
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abbreviation of this method is STAR. It means four elements are under consideration: 
the Situation or Task facing the candidate; the Action the candidate took and the 
Results or changes caused by these action. According to Tony: 
“The past behavior of the candidate will reflect on his future action. 
Earnest wants the substantial example rather than theory to show the 
attitude as well as the ability of the candidates. As the eloquence of 
people is different, if we only depend on the theoretical questions, ask 
their opinions or general actions on some issues, those who present well 
and think quickly will have advantage, they may weave the idea on the 
spot, though probably it's not true. The job doesn't need the empty thing. 
It needs a lot of people's will power, a down-to-earth spirit. Thus we 
need the substantial examples to judge whether the candidates always 
hold that spirit. Furthermore, using the behavior to predict behavior can 
help us to eliminate misunderstanding about a candidate's experiences to 
prevent our personal impressions from affecting the final evaluation and, 
the most important, to determine whether the candidates “faking it” with 
vague generalizations." 
So questions like: when and where did that event happen, what did you do at that 
time, why did you have that reaction, what is the relationship between your role and 
the result... are widely used during the interview. The interviewer wants to explore 
more about the various aspects of the interviewees' character through probing his/her 
past experience. 
Sometimes, in the process of interview, management would also realize that the 
candidates provide either false STARs or partial STARs. Then some follow up 
questions would be brought forward. For instance: 
Interviewee: Even though I am very busy, I will still help my colleagues 
sometimes. 
Interviewer. Can you give me a concrete example how you helped the 
colleague out when you were busy? 
Management allows the essential examples to speak out themselves. As a result, 
the attitude and ability of the candidates will appear naturally. Usually after three 
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rounds of interview (the interviewers are: HR manager, TDS and TDM respectively), 
management would have a synthetical evaluation of that candidate and give a 
conclusion about whether he/she is satisfactory or not. However this is not the final 
step of the recruitment. After the candidate is accepted, Earnest will arrange him/her a 
one-day "go line" with the guidance of a TDS or an experienced CR. During a day's 
work, CRs have both the chance to observe others and try themselves, afterwards they 
will get more ideas of the working environment, operational process and their 
responsibility. This would help them to have a second thought and to confirm their 
desire to work as a CR in Earnest. At the same time, management is also able to test 
the energy, relevant abilities and adaptability of the candidates. Such assessment 
would have effect on their final decision. 
As the CR's job is tough~they are expected to turn all the potential customers in 
an assigned district into the real ones, during which a lot of resistances, refusals and 
other unexpected situations would arise. At the same time, the job is boring—it 
requires people's patience and perseverance to keep on doing the same thing, day after 
day. As Tony further explained: 
"Of course it would be great if he/she has the ability to persuade the 
customers quickly. But if in case he/she doesn't, it's still fine. Anyway, 
we can teach them. It isn't difficult. But at least he/she would have the 
determination to try a second, third or fourth... time." 
It seems that the company has its own point of view on the appropriate 
candidatea person who holds high passion on the job and be willing to do it well. 
At the same time, Earnest designs a systematic process to choose the candidates. As 
I mentioned at the beginning of this chapter, service organizations are usually deeply 
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concerned about the allround faces of their "windows"—service workers, as their 
performance have great or even total impact on company's image and customers' 
impression. So the employers are always careful for the selection. 
4.2 Comprehensive and All Round Training 
In Earnest, there is a crucial concept, named: Territory University (TU). It means 
the employees of Earnest are able to acquire a series of systematic and comprehensive 
knowledge about sales. This is a global concept. The sales employees all over the 
world will constantly obtain various sales and relevant know-how along with their 
promotions. As for the first level---CRs, the company will mainly teach practical sales 
techniques and develop a "winning attitude" among them. 
As I mentioned before, Earnest treat attitude as a vital factor to decide people's 
performance. So not long after the CRs have begun their job, they will get a full day 
training, called "Winning Attitude Gu ide" I t not only intends to encourage the CRs 
to have more and longer term enthusiasm on the job, but also tries to adjust CRs， 
temper to get ready for the skills training, to learn quickly and work well. 
Earnest set up a "Success Model Process" for all the CRs: Exploit self motivity — 
Depend on the selling system of Earnest—Win the trust from customers——Adjust 
negative attitudeMaintain the success model. 
During the training, John, the trainer inspired CRs to set up a specific goal and 
proper milestone to test accomplishment within an appointed period of time: ten years, 
18 I didn't attend that training on person, but I get the training material afterwards and watch the videotape of the 
whole training process 
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five years, one year.• .even one day. According to a long term research on the Harvard 
University graduates, those who have clear goals are promoted quickly and are able to 
maintain the position of management. However, those who live without a concrete 
goal are always in a low status with unstable jobs. ^ ^ So a clear and attainable goal can 
be a strong impulsion for fight. John also required all the CRs always to keep “I want 
to succeed, I must succeed" in mind. 
Then, John showed all the trainees a picture (see Appendix two) and asked them 
what they saw. "A young lady" ！ “An old granny，，！ Some CRs declared their answers 
immediately and tried to convince the others that their answer was correct. After 
about two minutes, John gestured to ask everybody to calm down: 
"Both of you are correct! For those who consider it as a young lady, 
please look at it carefully, you can also see an old granny, right? And 
vice versa. Sometimes the object is unchangeable, it depends on our 
subjective perspective to decide whether it is good or bad, positive or 
negative...Let me give you an example, when the same thing happened, 
people with optimistic and pessimistic attitude will have totally different 
responses: 
Optimistic Pessimistic 
It's difficult It's impossible 
It's not successful so far It failed 
Some customers don't accept it All the customers oppose it 
The same event, but different attitudes will induce widely divergent 
answers, thus the results are certainly different. So what kind of person 
you want to be? You want to be beaten by the difficulty crestfallenly or 
you are ready to fight and enjoy the happiness of success?" 
Afterwards, John drummed in the advantages of Earnest, such as the long history, 
high reputation, large portfolio etc, and he also expected the CRs to build up 
19 “Winning Attitude Guide" training material 
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confidence in the selling system: 
"We have one of the best products in the world. We have excellent delivery 
system. Wholesalers will transport the drinks directly to our customers. We have 
you, outstanding customer representatives, who serve them once a week. You 
help them to do the product merchandising which is treated as an effective 
method to attract more consumers... This is our system. If you can't succeed in 
such a powerful and comprehensive system, you should ask yourself seriously: 
‘why?’” 
Actually, Earnest is always proud of its pioneering system, as it combines the 
pith of past experience and the actual situation of China. It runs well and has been 
copied and followed by a lot of other companies. 
“I think these years quite a lot of FMCG companies have imitated our 
system. There is a deep impression in people's mind that Earnest is the 
leader in this industry. Whatever we do, they will follow and copy. For 
example, whenever I go to the labor market for recruitment, I realize a 
lot of candidates know the system well and they also know the structure 
of our company. Even the term of different positions, like CR, 
TDS...they know those from other companies. And when I talk with 
other recruiters, it seems they are still in a worry, ‘though the structure is 
built up, people are recruited, all these are not as effective as expected.' I 
think, the huge difference is that we have a self learning and advancing 
system. We are always proud of our system. But what is it? We not only 
have the engine, the wheels to make the car run, we also have brake, 
speedometer, etc. Though they don't play a direct role for running, they 
provide a safe environment. Without them, whenever roughs or 
obstacles come out, the car is easily to turn over. Back to ourselves, we 
have many selling tools: route book , for instance. It seems trifling, and 
no straightforward acceleration on sales, but it helps management to 
systemically know the situation and find out the potential problems. It 
improves our system." 
A good system helps CRs to do the job. However it ultimately depends on the 
CRs to interact with customers, to increase the sales, to enlarge the market share, and 
substantially realize the value of a good system. According to Earnest, to win 
customers' trust is the key and foundation of the CRs' job. So in a training session, 
20 The CRs write down the stock of their customers every time they pay a visit, so they are able to know how 
many drinks they sell per week. It allows them to be more confident and well-grounded when convincing the 
customers to order. 
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John used the Human Motivation theory of A.H. Maslow (1973) to teach CRs how to 
accomplish that: 
“According to Maslow, everybody has five needs. Physiological, Safety, 
Love, Esteem and Self-Actualization, from basic to advanced. Our 
customers are not exceptional. Each time you interact with them, even 
though the process is simple and smooth, the whole period is short, if 
you could help them to realize the needs, you win! So what you should 
think about is their virtual needs, and try to satisfy them." 
In addition, John trained the CRs and provided them with small tips and hints 
about how to adjust the negative response and not to give up easily due to the 
customers' rebuttal. 
“According to the statistics, when salesmen tried to convince the 
customers to order, 46% would stop for the first rebuttal, 24% stopped 
for the second, 14% for the third, 12% for the fourth. However, if you 
insist on asking the fifth time, you have more than 60% chances to win 
the order.’’ 
John used the available research to encourage the CRs to stick it out, not to be 
afraid of rebuttal, let alone that temporary failure is usually close to the final success. 
Besides theory training, the CRs did a lot of role-play in order to learn how to 
deal with various kinds of selling situations and respond to customers' objections. All 
the CRs were quite exited about it and devoted themselves folly to it. Particularly, 
when they played the customer's role, they always tried their best to create difficulties 
for their colleagues, such as baffling merchandising, complaining a lot but did not 
order eventually. During the role-play, all the others laughed a lot, because the 
performance was very vivid. However, everybody knows that it does happen in the 
real work situation. In fact, it is even worse sometimes, when more than one 
customers are there, grumbling, but the CR has to face it alone. The role-play allows 
all the CRs to understand that nobody is lucky enough to escape from these kinds of 
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bad treatments. To win or to lose depends a lot on one's own will power. Meanwhile, 
the training is also a great opportunity for the CR to learn from others' wisdoms 
concerning how to handle various tough situations. 
Just as what the last step of the model emphasizes, “if you maintain the winning 
attitude, it will bring you the winning result sooner or later, and that situation will be 
maintained if your attitude doesn't change." The foundation of success is a positive or 
optimistic attitude. Those who love their jobs and be willing to do it well have a 
certain energy and enthusiasm which does help them to accomplish it successfully 
(Adick 2002: 36). 
Earnest used a double-faced method to exploit the CR's motivity. Explicitly, they 
tell the CRs why a good attitude is needed and how to build it up. Implicitly, they help 
the CRs to analyze the resources they can rely on and give them some tips about how 
to do the job that will make the job becomes easier. Thus the CRs will have more 
confidence in themselves and more passion on the job. Only after the CRs' attitudes 
are adjusted properly, can their potentials exert maximally. Hence the "labor power" 
(capacity to work) can best be transformed into "labor" (a fixed amount of labor 
actualized in the production process). And then it is time to teach and enhance the 
practical sales techniques. 
In Earnest, there is a classical selling tool, named “8 Step Call Process", which is 
used during the "go line". And the process can be generally divided into 4 parts: 
pre-call, service, sales process and post-call. Each part comprises of one or more 
steps: 
57 
Pre-Call 1) Preparation: CR knows his/her selling assignment well and gets the 
posters and other advertisements ready to "go line，， 
Service 2) Greet the customer: CR affirms the decision-maker of the store and 
introduces himself/ herself to that person 
3) Store Check: Look around the store, check the stock of both 
Earnest's and other companies' products, find out the 
opportunity point 
4) Merchandising: Provide the cooler if necessary, clean the cooler, 
eliminat the out of date products as well as other 
companies' drinks, display the Earnest drink 
according to the requirement. 
Sales Process 5) Determine the Order: Draft an order and get the confirmation from 
the customer 
6) Presentation: Convince customers to order more other S.K.Us or do 
some marketing jobs, such like post up the 
advertisements. 
Post-Call 7) Curb side Debrief: Review the work, which did well and should keep 
on doing, which didn't and should do better next 
time, and share the experience with colleagues 
8) Administration: Give the sales sheet to the sub- wholesaler and TDS 
respectively 
The “8 step" embodies the details of how to deal with each store as well as the 
whole process of "go line". Moreover, within these eight steps, the company 
emphasizes more about the sixth step一Presentation, and provides further rules for the 
CRs to follow. 
On the very first day of my field work, Jerry, the TDS of group one in the 
Adventure office of Shenzhen Earnest had advised me that the CR's job is far more 
than supplying the drinks for the stores, 
“If it is so, then what's the difference between CR and the 
sub-wholesaler? CRs’ mission is to persuade the store owners to order 
more, both the absolute quantity of each product and the S.K.U, thus 
preferably order fewer products of other brands, as their selling capacity 
is limited. For instance, originally the owner only wants to order 4 boxes 
of Earnest drinks, but after seeing our CR, he/she orders 5 boxes. That 
one more box is the CR's contribution. However, how to realize CR's 
21 There is certain requirement for drink display of Earnest, such like the same type of drinks should be put 
together to better stimulate the drinking desire of consumers. 
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value will somewhat depend on the his/her presentation skill. You know 
our customers are not ordinary customers, they are merchants who have 
their own profit consideration. So we should let our CRs have the ability 
to meet that needs, to communicate well and communicate smartly. 
As I missed the training of that presentation skill, so I had to borrow the training 
materials from a CR in order to understand what is a most effective presentation 
process from the view of management. The process has 5 steps: 1) State the current 
situation (such as the situation of company, competitors and consumers) and describe 
the potential opportunities; 2) Explain the suggested solution and emphasize the 
benefit; 3) Offer the details (the product pricing, promotion location, etc); 4) Secure 
the sale, agree on what success looks like(turnover rate, achieve revenue/ profit target); 
5) Implement next steps (customers will do a, b, c; Earnest will do x, y, z ). 
According to the CRs, that training also provided concrete examples and 
role-play to allow them to understand and use the process well. Furthermore, the 
employers reiterated the essence of the process, that is let the customers fully 
understand the advantage and benefit of having cooperation with Earnest. So the CRs 
were taught to pay special attention to some minutia, like step 3), "remember to 
mention and emphasize the details that customers may be interested in only". 
In addition, the relationship between communication power and ten concepts 
were introduced as well. For instance, the more qualification insight you have, the 
more communication power you have. This means the CRs should know well the 
history, policies, financial and industry information of the company, and if in case the 
customers' knowledge about these aspects surpass CRs', then customers' power 
increase along with that. 
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This is a set of comprehensive formulas which lists all the possible factors that 
have effect on the communication power. Management wants the CRs to firmly 
remember the philosophy behind communication. This helps them to gain an active 
position during the interaction and control the whole selling process. 
The store owners are only Earnest's potential customers. It's the CRs' who to 
secure their cooperation in completing a transaction. However, because of the wide 
choices and ultimate consumers' low loyalty, the owners are passively waiting for the 
CRs’ persuasion to participate in the interaction and be transformed from "potential to 
substantial". The "8 step call process" or the presentation skills, etc are all meant to 
make it as difficult as possible for the grocery store owners to refuse to listen to the 
CR, to interrupt him, to sustain the objection on merchandising, or to decline to order 
(Leidner 1993:106). 
However, what impresses me is the method, the process, the deeper philosophy 
rather than the detail scripts that have been prepared. If you do not fully understand 
the method and just recite the scripts (the case I mentioned in Chapter two) you would 
hardly succeed in Earnest. It is because firstly, the CRs and their customers constantly 
meet once a week. So even though the scripts work this week, they may fail in the 
next week. The owner would, sooner or later, be bored with those "dead sentences". If 
the CRs still do not realize this and keep on using the “dead sentences", negative 
effect would come. Secondly, the customers are mostly canny businessmen. They 
would suddenly bring forward some requirements purposely, so the CRs should 
master the exact skill to answer freely and flexibly. "A parrot can be trained to recite, 
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but can't sell” (Leidner 1993: 107). What Earnest needs is a salesman who grasps the 
method and has the will and ability to use it smartly and independently. 
Earnest has a series of training programs which are suitable for all the selling 
systems worldwide, such as "8 step call process” and presentation skill. They are 
formal and professional, providing a basic selling principle of Earnest. At the same 
time, they could not completely solve all the problems the frontline salesmen 
encounter and to facilitate business transaction in all situations. WAT is a unique 
selling system for the Chinese market. The salesmen have frequent and deep contact 
with the fixed customers (grocery owners). The interaction process is totally different 
from DSD (a superficial communication with unfixed customers), which is widely 
used in other countries. Thus besides the company training courses I mentioned 
before, management frequently provides the CRs with some other knowledge through 
other ways. For instance, every Wednesday after work, TDSs would organize a mini 
training session for all the CRs in his group. Once, Jerry taught his CRs an analytical 
tool called “Cross”. It means that a cross is drawn, and then four concepts: strong 
point, weak point; opportunity and crisis are filled into those four boxes respectively. 
During that time Earnest's biggest competitor, Diligent, just launched a new product 
which enhance its market share. Jerry used this example not only to initiate a 
discussion about how to deal with the situation but also to teach the CRs a new 
analysis skill as well. So after about one hour's discussion, a series of feasible 
countermeasures were put forward and the CRs all felt that it was a useful technique 
to logically list the points out, "our ideas are clear through that!" 
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In addition, Earnest has a company magazine called: Windows of Earnest which 
is published once every two months. So quite a lot of other know-how are narrated 
there, such as time management, communication skills, the effective way to break the 
ice, how to initiate a conversation, etc. A good many CRs would share their 
experience there. In a word, various kinds of knowledge are conveyed to the CRs 
generously, as the company is looking forward to powerftil CRs who can represent the 
company to fight with all the other competitors. 
To open the Chinese market is a tough task. It cannot simply be a replication of 
previous experience of other countries. Social economic environment and the market 
operational mode are very different. Therefore, after establishing the selling system, 
the question concerning how to operate it properly is still under exploration, for both 
management as well as the frontline salesmen. Thus, management would give more 
autonomy to individual CRs, allowing them to use their own wisdom and ideas when 
their work is carried out in a rather flexible way than those spelled out in routines. 
In the meanwhile, to the CRs, generally speaking, they are quite eager to learn as 
much as possible as this will both help them to handle with their work and to enrich 
themselves. However, for every single training, CRs' responses are in a variety, the "8 
step call process" for example, though everybody agrees it's a “lifeline”，“an effective 
formula", “a standard process", "without it I even don't know what to do when I meet 
with my customer”...，in the CRs’ real work, from both my observation and interview, 
nearly nobody follows this procedure seriously, and an extreme example is: 
We entered the grocery store, the CR nodded to the owner and took back 
a piece of paper passed by the owner, on which there were the drinks he 
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wanted to order this time. Then we left the store even without “Bye Bye” 
The total time we stayed in that store is 10 seconds. 
As that CR explained to me afterwards: 
“Since I go to these stores once a week, it's really not necessary for me 
to strictly follow “8 step". I am familiar with the store owner. I know his 
name, his wife's name, I know how old his daughter is, it will be strange 
and ridiculous to waste the time on greeting and other needless steps. We 
just go down to the business." 
When I talked with more CRs, it seems everybody admits that they will 
rearrange and adjust the procedures in their own way, to pick up the step which is 
necessary, since they are greatly concerned about not only the outcome of interaction 
but the comfort of process as well. What they do is to “personalize the routine" 
(Leidner 1993:138) 
Furthermore, after I have worked with the CRs longer, one issue I noticed is that 
nearly everybody would omit is using the route book to write down the quantity of 
stock in each store. And once again the reason they give to me is that they know the 
store very well. The selling capacity of each store is clear enough in their mind, so 
there is no need to write them down. However, what the employers originally require 
the CRs to do is not only note the quantity of stock, but the detail information of each 
store, such as the name of the store owner, his bargaining style, his hobby or even his 
marriage status... which would be easier for someone else to take over that district if 
in case the ex-CR is promoted or leave the company. As one CR acknowledged "the 
route book is heavy. If we carry the sales book, all the posters, gifts plus that route 
book, we would soon get exhausted almost immediately after we have begun to 
work." And as far as I know, though management constantly urges the CRs to use that 
book and some punishment is also applied, like warning letter, however the CRs still 
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resist and continue to do the work in their own way. 
As the CRs，job is highly independent, employers are not on the work site to 
supervise and manage them. So it is much easier for them to use the way they 
consider as convenient and comfortable. Just as what Stinchcombe (1990) has noted, 
service workers usually have the capacity to make use of unspoken norms of behavior 
to control interactions. He calls this capacity as "ethnomethodological competence". 
In addition, the frontline service workers are the ones who understand the actual 
working environment and customers' status well. Hence, quite a lot of "working 
knowledge" is informally learned and generally unrecognized by anyone outside the 
workplace (Kusterer 1978). With this opportunity and competence, the service 
workers would only accept part of what management has taught them, but improve or 
even omit and reject others which are considered as unnecessary and useless. The 
service workers would develop a suitable way to handle their job based on their 
experience, and then are able to accomplish the task efficiently. For both management 
and workers, the work goal is specified, often with a deadline attached. But the 
procedures for accomplishing the goal are left up to the workers themselves (Kusterer 
1976: 270). The workers figure out a way which they think best match their own 
working style and environment. But the ultimate goal is still to accomplish the work. 
To this extent, their departure from the routine does not constitute resistance. Anyway, 
both the employers and employees share the same interest, that is: to control the 
customers and to win the order from them. 
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4.3 Getting People to Work 
According to a series of organizational studies on motivation conducted by 
Edward Lawler III (1994 and 1973), employees are motivated by both extrinsic 
rewards, such as pay, and intrinsic rewards, such as sense of achievement and 
recognition. However, in my case, Earnest inclines more to the intrinsic rewards. An 
experienced CR once noted: "The encouragement of Earnest is all spiritual, almost 
nothing material." So for this part I shall investigate how Earnest tries to get the CRs 
to work without using monetary incentive. 
The income the CRs get every month is not based on their commission. Their 
salary is constituted of two parts: basic and floating salary. For the basic part, it might 
increase every year according to the CR's total performance. The floating part is 
determined by four factors each month. They are sales, success rate, S.K.U and 
development objective. Sales means the number of boxes of drinks he/she sells on 
that month; success rate indicates, broadly speaking, how many stores give CR orders 
within the forty customers per day; S.K.U shows the quantity of the drink category 
the CRs sell in that month; and the development objective synthetically consider the 
general performance of CRs' merchandising and other market jobs. 
During my fieldwork, I specially ask Steven about this: why they use such a 
complicated salary system and why not be replaced by a commission based system. 
He explained: 
"As Earnest is a very powerfiil brand, so honestly speaking, the CRs 
have little impact on the selling of each drink, or we can say, that drink 
originally would have been sold without the CR. So it would be unfair 
for the company if CRs get commission for the selling of each box of 
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drinks. However, if we don't rely on the amount of sales, then there will 
be no objective criteria to judge the performance of the CRs. We need 
the quantity of sales, but at the same time, it shouldn't be directly link to 
CR's performance. The sales is an outcome. So we should also observe 
the process, how much efforts the CR spend on each drink's selling. 
Thus we design the success rate, S.K.U and development objective. 
These three indicators can help us to distinguish the CRs' endeavor from 
the advertisement force. For example, we have twenty-nine S.K.U, if 
without CR, the store owner would only order the most profitable drink, 
then how about the other twenty eight S.K.U? At that time, CRs would 
be useful. 
When I later discuss this issue with the CRs, most of them agree it is rational for 
Earnest to set up this salary system. "It's fair to us and it means the management of 
Earnest is quite developed!" However, still some voices that complain: "The 
difference between our salary is very small, just a few hundred. However, everybody 
knows who is diligent and who is not. The difference in the salary can't reflect that." 
Actually the employers clearly understand the CRs，ideas. They know the 
limited income is not a strong stimulation for the CRs to work, just like what Steven 
always tells his CRs: 
"The salary standard of Earnest is just a little bit over the average. 
However what you should realize is that no matter which company you 
join in, what you get is a package, and the income is just a part of it. You 
also get training, the opportunity to do the project, and career 
development. Why quite a lot of salesmen are eager to be a member of 
Earnest even though we pay less than their previous companies. What 
you can get in Earnest is hardly to be quantified, but definitely it's not 
simply about money." 
Then if extrinsic reward is minimized, the intrinsic rewards should be 
strengthened in order to attract the CRs. 
To the CRs, whenever I ask them how they feel as a member of Earnest, all the 
answers I get is "pride". 
The employers try their best to let the CRs feel identified with Earnest. The 
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office decoration is a good example. All the spaces that can be used are covered by 
the colorful and fresh Earnest slogan, advertisement and poster�� . Also a lot of 
exciting catchwords can be easily seen everywhere, such as: "Go ahead, be the best"; 
"Winning every customer"; "Earnest, Yeah!” What's more, the company uses the 
sub-brand of Earnest Group as the name of conference room, training room, rest room, 
etc. Thus, people who work in the company can easily see "Earnest", hear “Earnest”， 
and as soon as they entered “Earnest’，，they are fully embraced by it, or we can say, 
deeply immersed in it. 
"We are working for Earnest now, a good company among the Fortune 500. And 
this year, Earnest is honored as the most admirable beverage company". These words 
came from Dang, a CR who has worked in Earnest for about three years "It's great to 
work here. The brand is powerful, the company is strong, we are making progress all 
the time and we have hope here." 
According to the CRs, management would inform them the airtime of new TV 
advertisement of Earnest in advance. During the break in training session, the songs 
sung by Earnest model would always be heard. When Earnest sponsors some 
activities, the CRs are always invited there... "it's a subtle influence, we just naturally 
feel the strength of the company ” 
The brand is an intangible asset of the company. In Earnest, the employers, 
wisely use the brand and strength of company as an attraction to the employees. To 
the CRs, the brand—Earnest they are working for has more than one hundred history, 
22 As I remembered, three years ago, a girl in our training team insisted on taking a picture with one poster, as the 
male model of that poster is her favorite idol. That experience made her so excited, and she kept on talking about 
him even long after the taking picture. 
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let alone it came from the most powerful developed country in the world. The brand is 
a magic, in some way. Management knows this advantage, and keeps on reinforcing it, 
such as publicizing the stunning things about Earnest now and again. So the 
employees are not only embraced in the Earnest environment, but the splendor as 
well. 
Furthermore, to link the brand advantage and company progress with the CRs, 
own career development, Earnest brings forward a stirring catchword: "Great Place to 
Work" and inspires the CRs to follow the business project of company. “If the 
company is making progress, the CRs will surely benefit from that ” Or as one CR 
simply remarks: “If the company is happy, we are happy!” 
Of course the charm of brand is relatively visional. It is not enough to use it only 
to attract the CRs, something substantial are also needed. 
Earnest consciously builds up a comfortable, warm and democratic environment 
for the CRs, the “Staff Birthday Party" is one example. Every month, the company 
would organize a birthday party for all the staffs who was born in that month. A big 
cake or some small gifts are also prepared. People sing, dance, eat cake, play 
games...and one excitedly claims: "Thanks so much for Earnest to organize the first 
birthday party in my life!"^^ In addition, various activities are frequently organized, 
like hiking, swimming, Karaoke, soccer match, etc, either to relax or to reward the 
CRs, and the internal magazineWindows of Earnest would note down the feature of 
every activity to help CRs to memorize their participation. What is more, the activities 
23 Quotation from. Windows of Earnest 1 
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are usually decided through a democratic way. For instance, during my field work, 
Earnest wanted to organize a tour at the end of November to celebrate the advance 
accomplishment of the whole year's selling objective. Management suggested two 
locations: Zhuhai and Hong Kong. Through a company based ballot, Zhuhai was 
finally chosen as the destination. 
The CRs mostly treat the company as a "big family": “what I gain in Earnest is 
not only the salary, but also the care from lots of people which can't be measured by 
money!" CRs and TDS usually call each other by a nick name: “x Zong", x represents 
the surname of that person, and Zong is an abbreviation of "Zong Jingli" (General 
Manager). People make jokes on each other casually and often have dinner together. 
In addition, whoever has a baby, Windows of Earnest would publish the pictures of 
baby and parents and lots of staff would go and visit them. 
"As the CRs work alone on the street for most of their working hours, 
they will meet with rebuttals, disdain or even inveigh easily. Though 
they work alone, we don't want them to feel lonely. We hope a 
comfortable and warm environment can be a base, a dock, a family for 
them, to forget about all the unhappiness, to relax, to get energy and 
passion, thus would have a better mood for work." 
Tony let me understand that relying on the CRs’ self motivation is not enough. If 
CRs always meet with adversity and don't get support from others, they will quickly 
be exhausted and give up. That's why every year before summer comes��different 
offices would hold a rally, and a stirring catchword~Earnest Owns the Peak is put 
forward. In the rally, people drink champers, swear catchwords, sing songs to cheers 
the CRs up, to be ready for the coming peak season. Earnest combines the methods to 
24 Summer is the peak season of drink companies, meanwhile is the most tough period for CRs. 
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internally and externally motivate the CRs, aiming at making the CRs to work harder 
and better. 
One more thing which is quite appreciated by the CRs is that Earnest constructs 
a competitive environment. Anyone who obtains the achievement would be praised 
and be known to others. 
There is a score board on the wall of each sales group, which clearly represents 
the daily sales, S.K.U and success rate of all the CRs in that group. And different 
ways are used to praise the CR who did better than others, such as putting on an 
Earnest logo beside his/her name on the board, hence everybody would know that CR 
is the best in the group, or everybody applauses for him/her in the morning session, 
and sometimes the IDS would let him/her to say a few words in front of others. One 
day during my interview with Priscilla, who just received a warm applause in the 
morning, she shared her views on that act with me: 
“I like to be praised publicly. It is an acknowledgement on my efforts. At 
that moment, I feel very proud and forget all the upsets. Meanwhile it 
encourages me to work harder tomorrow. As we Chinese cares a lot of 
"face", if I can't maintain No.l, I would feel shamed. And before that, 
when I didn't get No.l position, I applauded to my colleague, and I 
aroused myself: 'if we can applaud to him, why can't it be me?，then I 
gained more passion and work harder." 
From year 2001, based on the daily competition, the best five CRs and the five 
CRs with significant progress were invited to a sales forum, named: Sales Top Star 
(STS). According to Tony, STS is originally only an experience sharing session which 
intends to let the CRs share their successful experience. Later Earnest also used this 
tool to select proper talents for promotion and treated it as a chance for the CRs， 
training and discussion, and so it is more like a forum now. STS always has huge 
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attraction to the CRs. For those who never have the chance to attend, their objective is 
to attend it “Of course I want to take part in that forum. You receive praise. If you 
attend it, it will make you famous over night." In the mean time, for those who have 
attended, they think STS gives them big impetus to work. "Work hard, keep the 
success" is the hint they always use to encourage themselves. 
Besides STS, Earnest organizes various competitions ever and agah, like the 
contest of merchandising, ad posting up, etc, and the champion will receive a diploma 
with the autography of General Manager (GM). In case the competition is nationally 
based, the CRs will get something substantial as a reward, such as an airline ticket. 
Though the CRs enjoy the competitive atmosphere, they still complain the spirit 
based encouragement occasionally. "For some experienced CRs, they have worked in 
Earnest for three years, for example, if no promotion, no salary increase, no matter 
how many diplomas he gets, it's useless." 
Respond to that, Jerry said: 
"It's two extremes. If I give them a diploma with my autography, they 
feel nothing, but if it's GM,s, it will be different. Likewise, if I give them 
Rmb 200, they won't regard it as much. However, if Rmb 2000, they 
will be very excited. To us, give them a diploma with GM's autography 
is much easier than giving them Rmb2000. So I think a big spiritual 
reward is more rewarding than a small material incentive. If the goal is 
achieved, spiritual or physical, it's the same." 
Last year before the peak season, Earnest designed a new contest or game, called 
ROPE (Route Productivity Enhancement). A sheet consisting of red, yellow and 
green three parts is presented. The red part means the loss the CR incurs on Earnest to 
get loss, the yellow area represents a normal state, and the top line of the yellow area 
means CR's sales objective. If CR surpasses that line and enters the green area, it 
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represents that he/she challenges himself or herself successfully. In ROPE, everybody 
has a nick name: cat, dog... whatever, and a different color pin would be pushed on 
the board to show every CR's performance. Furthermore, when the pins are lined 
together, we get a curve which represents the whole year's performance and 
development trend of that CR. 
This sheet is modified from Score board, which lets CRs join in the competition 
comfortably. And one CR commended on this tool as: "Like other competitions, it's 
stressful. However, it's fun. It is easier for me to transform the stress into power. And 
when I look at the curve, I notice that I have made progress, and actually I can feel 
that!” 
Every morning, before the CRs go out of the office to work, they would gather 
around and stretch out their hands and place them on top of each other. "Go ahead, be 
the best, Earnest Yeah!" The CRs shout out. Just as what they swear, they want to be 
the best. No matter it is the score board, or ROPE, or any other competitions, 
employers and employees share a common aim---Be the best! And the only difference 
is employees care more about their individual success. At the same time, the 
employers expect a collective success, a success for Earnest as a whole. 
One more internal method that the employers use to encourage the CRs is to try 
to meet their needs. As Jacky, a two years TDS claims: "The success of a CR is based 
on his/her own motivation, and our responsibility is to help them to exploit that." As 
the CRs，direct supervisor-TDS should know all his/her subordinates well. According 
to a training program for the TDS---Turns Team On, there are totally eighteen 
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motivators that can influence employees' working performance. They are: interesting 
work, promotion, frame and reputation, opportunities to learn new things, build up 
professional networks, flexible schedule, etc. As Jacky explained to me further: 
“One CR in my group, he has worked in Earnest for 3 years, but never 
gets promoted as he doesn't work very hard. He is married, and what he 
wants is only a job which can provide him with stable income. So once I 
talked to him: ‘If you don't work hard, your performance is not 
satisfactory. It has negative effect on your income, at the same time, you 
can't be promoted. Furthermore, if you maintain your present position, 
and don't work harder, you will never get opportunity here. As Earnest 
is a place that advocates “Best”. Only those who work hard and make 
the "best" have opportunities. If you work harder, you will get more 
money which helps you to provide a better life for your family. ‘ I know 
he cares about his family a lot and wants to support it. So I use this as a 
means to encourage him.” 
To TDSs, in order to turn the CRs on, they firstly should find out the CRs’ needs， 
the thing they care about and then combine the detail work with that motivator. For 
example, when I read through the training material of "Turn Teams On", I was 
surprised to see there is a comprehensive Motivation Application in 8 Steps. That is 
the 8 steps are combined with the possible motivators, such as when the CRs greet 
with customers, they can build up the professional networks. 
According to the TDSs, within all the CRs' needs, "learning new things" is the 
most popular one. Most CRs cherish the opportunity to learn more skills in Earnest. 
Whenever I ask them "what is the most attractive part for you to work in Earnest?" 
the most common answer is "I can learn a lot of things here". As Mark, a CR who has 
worked in Earnest for a year, once compared his previous company and Earnest to 
me: 
“I worked in TTK (who is also a big MNC) as a CR before I joined in 
Earnest. The huge difference between these two companies is that I can 
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learn a good many things here: the selling skill, self-encouragement 
method, time management ...anything that related to my job directly or 
indirectly. This lets me always feel progressive and powerful. However 
when I was in TTK, besides simply being told how to do the job, I know 
nothing. I think it stops me from doing the job better as well as my 
personal development." 
And to Earnest, it not only builds up a learning environment, but consciously 
publicizes this advantage, “There is a lot of stuff for you to learn in Earnest, whatever 
position you are promoted, you will get corresponding trainings." This is what Tony 
always encourages the CRs. So in the CRs' mind, Earnest is a "Society University”. 
They think because of the training. Earnest can attract a great deal of talents, and 
that's the reason why Earnest is still so powerful even after one hundred years. 
As everybody wants to learn new skill in Earnest, I am interested in knowing the 
contents of such skills. What are they? 
“I want to learn communication and presentation skill, to conquer my 
cowardice, and interact with people freely." 
“I am interested in the sales skill". 
“I am mostly pessimistic, the 'Winning Attitude' is important and useful to me". 
“In Earnest, they not only provide me with the theory, but the 
opportunities to practise as well. Like presentation skill, you know the 
procedure, but it doesn't mean you can do it well, you need practice to 
familiar with it and learn it out and out." 
"Learning skills" is an important factor for Earnest to attract and encourage 
CRs, which is part of the holistic managerial strategy of Earnest. Management 
recruits candidates who have a right “motivation fit". They are usually diligent, 
aspirant, so "have the opportunities to learn new things" can be a huge appeal for 
them, as they care it. And according to Tony: 
“I always tell the CRs, you can be an all-around sales talent in Earnest. 
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We teach you full knowledge of sales, marketing, and the know-how of 
the industry. What most important is Earnest offers you with extended 
space to practise, You have a long road to walk, and if you keep on 
going, what you can learn is unlimited." 
Earnest fully grasps the features of these young CRs, what they care, what they 
want, and try to meet with their needs, at least outwardly. As Jerry once said 
“I will use a variety of methods to encourage my CRs. For those who 
don't do well I will pay special attention and give them a period of time 
to adjust. However, if they still don't make progress and far beyond 
others, I might fire him/her." 
Is Earnest really a university? I don't think the university will expel the students 
because of his/her bad grade. So it seems the CRs and management hold different 
explanations on this term. The CRs treat it as a place to learn and develop. However, 
management considers it more as a managerial tool, an encouragement factor, and if 
the CRs，performance is far beyond the base line, that "university" would not accept 
him/her any more. 
In sum, four methods are used explicitly and implicitly (the reputation of 
company, a warm and democratic environment, positive competition atmosphere and 
requirements satisfaction) to push the CRs to work harder and better. As management 
believes that even if the self motivation is stimulated, the constant external inspiration 
is still needed to long term reinforce CRs' working passion. Thus the employers 
intentionally care a good many aspects of their employees, transform all their possible 
cells to the work enthusiasm, develop their working potentials... to make sure that the 
company representatives perform as well as they are expected on the street with no 
direct supervision. 
Besides, there is also a significant external factor which makes the CRs to feel 
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good, that is the envy from the CRs of other companies. 
Martin, a CR who has been in Earnest for 8 months, said 
"Our work is tough. However, compared with the CRs in other 
companies, we are much easier. The brand charm helps us a lot, but 
others don't have this kind of support. So to some extent, they work 
harder than we do, and you see they are even getting bald." 
He pointed out to some other CRs who were just out from a store downheartedly. 
He told me that most other CRs quite envy the CRs of Earnest, not only because of 
the company reputation, but the systematic training as well. Some CRs from other 
companies also asked Martin to teach them how to do merchandising, how to 
convince store owners to order... 
"I teach them sometimes, however, they may not apply it well. I mean 
it's systematic and holistic, the skill, attitude, logic, etc. if anything miss, 
the result would not be that satisfactory. But be honest, I like to be 
consulted, I enjoy the moment when they listen to me carefully, the 
feeling is nice ” 
Furthermore, the store owners usually provide more respect to Earnest's CRs 
than to others. According to Carter, an experienced CR, store owner would mostly 
ask: "oh, you are from Earnest, what's promotion do you have?" even though he visits 
that store for the first time. However, to other companies' CRs, the store owners are 
not that patient: “No, No, I need nothing!" "I told you yesterday, I won't buy anything 
you sell, why you come again?" . . .Or just shake the heads or hands to show their 
rejection. 
“It's funny. Once when I talked with a store owner, another CR came in, 
he wanted to sell an orange juice, I forgot the brand of it. As soon as he 
began to talk: 'this is a new..." The store owner gave a quick glance on 
him, disdainfully, and just got back to our conversation. Oh, he just 
ignored that CR! I know it's only because I am from Earnest, otherwise I 
will probably get the same treatment as that poor guy. Earnest's 
powerful brand, systematic training, good system... add values on me. I 
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know I am only a CR, a small potato, but I do feel confident in front of 
other CRs and store owners.. ，， 
At the same time, Priscilla pointed out, the envy and nice treatment also has the 
function of control and inspiration, 
"As I am from Earnest, I should be more professional than others, of 
course more diligent as well, otherwise, others will think: ‘They are not 
qualified to work in Earnest!' It's also a kind of pressure sometimes, to 
keep a good image for both company and myself, I should transform the 
pressure into motivation, and let them be sincerely convinced by my 
action." 
I also asked management's opinion on that, and Tony said: 
"It's natural, as the company's reputation, the high percentage of market 
share, and the professional training we give to CRs, let them feel good. I 
think this feeling can be a positive force from outside, to push them to 
work harder, as our CRs are aspirant.，， 
The combination of internal and external factors mentioned above make the 
CRs to feel proud of the job and be willing to do it hard and well. At the same time, 
the CRs treat it more as a commitment for themselves rather than for the company. 
Biggart (1989:164-65) explains the principle: 
“Self-control does not feel controlling. If an individual accepts the 
standards that attach to the social idea—and this is a critical 
hurdle~then there is a perception of self-determination. There is an 
experience of autonomous competence. In teaching (direct-sales) 
distributors strategies for self-control... the organization is perceived as 
helping individuals achieve their own goals, not as manipulating 
workers, to an alien end established by management. The organization is 
a benevolent "helper", not a profit-seeking "controller." 
That is why the CRs are voluntary to work hard. As their latent working power 
has been released successfully, they enjoy working in Earnest as a CR and forget the 
working hardship and limited income. Since they believe that although what they earn 
is not competitive to others, all the other things they get are the best: pride, respect, 
warm, self enrichment and fulfillment... which can't be quantified by money. 
77 
Management insensibly blows the idea into CRs，mind which makes the CRs to 
believe the hard working is for themselves. It is the entrance to get more they want, 
and as time goes by, CRs do believe so. 
Management likes to recruit those who have a “motivation fit" at the very 
beginning, and when they are hired, the attitude-focused trainings and spiritual 
motivations are constantly provided. However, there are still lots of CRs leaving 
Earnest every year. According to Tony, the HR manager, the turnover rate of Earnest 
is approximately 20%. 
Management is not personally at the working place, it is impossible for them to 
observe all the CRs to work day after day. Hence they can only rely on the CRs，self 
motivation. That is why management purposefully claim the positive relationship 
between work and self-fulfillment, and always emphasizes that Earnest is a “Society 
University". Of course, besides the ideological control, management would also use 
r\ s 
promotion to motivate the CRs. 
However if the CRs are really not qualified, such as the number of the sales is 
low, the marketing job is bad, management would fire them. There are always 
hundreds of thousands of young people outside the company who are eager to get the 
job offer of Earnest. Earnest would look for young blood with the "motivation fit" 
to replace those fail to qualify. 
Earnest's management pays a lot of attention to the motivation. Anyway, CR is a 
25 The CRs would firstly be transferred to other department to take charge of some other customers, such as 
restaurant, night club. •. After about one year, they would come back to the sales department and to be TDS. 
26 According to my interview with the CRs, most of them feel very exited and proud when they get the job offer of 
Earnest, in their words: “ I've realized my dream" 
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job that involves limited technique, so to adjust their attitude and let them be willing 
to work hard is the issue that the employers more concern about. Management wants 
to make sure as long as these young people are Earnest's CRs, their working 
potentials are maximally exerted, they can sell as many drinks as they can. 
I would not define this managerial control of Earnest as perfect, the turnover rate 
is not low, and the complain voices come out occasionally. However, this kind of 
ideological control has been used for years, and most of the CRs accept it and be 
willing to work very hard without lots of monetary incentives, needless to say, the 
company business maintains a 15% increase every year. Of course, we can also see 
some disadvantages of this managerial control, such as the training and motivation 
cost are high, quite a lot of CRs would not work long in the company. However, that 
training or motivation can at least inspire the CRs' working enthusiasm when they are 
employed in Earnest, thus it is still worthwhile and it's an effective control. 
4.4 Birth of a Principal of the Fixed Area 
Originally the CRs were employed only to serve the grocery stores. However 
with the market getting more mature and competitive, the development of grocery 
stores is far from enough. So CRs，working points have been increased. They should 
not only take care of the drinks selling of grocery stores, but some drugstores, cyber 
bars, small restaurants... as well. As Mark explained more to me: 
"We are the manager, the principal of a fixed area. We should know all 
the information related to the drink selling and theoretically and ideally 
speaking, any places who sell Earnest (except those specially be in 
charged by other departments), are all our working points.." 
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Along with the increase in quantity, so do the quality. As the CRs， 
responsibility is to broaden Earnest's influence and convince the retailers to order 
more, so if the nature of the retail changes, CRs，work contents should also change 
and add something more. The cyber bar for example, Earnest's logo is on the 
signboard, clock, cash register, all the computers... besides, the whole bar is 
decorated by Earnest's posters. 
“This area is mine, I feel quite powerfial. Not only the CRs from other 
companies are envious of me, most retailers are nice to me. But also I 
am able to arrange my own work: to go line from east to west or west to 
east, the detail content, how to enlarge the influence of Earnest in each 
retail. I design the blueprint myself, and if the company has enough 
support, it would be realized quickly." 
Alex was quite exited when he showed me around the cyber bar. According to 
Jerry, to train the CRs to have that ability—independently in charge of the fixed area 
is not easy: 
“It takes time, especially when they just began this job. All the TDSs 
were used to be CRs, so we know clearly what they lack. I will tell them 
what to do in advance, aiming at cultivating their thinking habit. Thus 
they will take the responsibility and do the same thing later." 
Management hopes that the CRs can "think and act like mangers," (Pierce 1995) 
and at the same time share part of managers' power. To the CRs, they are quite 
grateful and cherish this decision making power. I remember on my first day of field 
work, Johnny, the TDS of group two, Adventure office, helps me to know all his CRs. 
Someone asked me where I live in Shenzhen. I told them I temporarily live in a hotel 
in ABC district. All of a sudden, a CR shouted out excitedly, “oh, that's my area, call 
me if anything happens!" 
At the same time, responsibility is always along with power. What management 
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often reminds CRs is “this area is yours, anything you do would be known by others!" 
It has a double meaning: on one hand, management wants to encourage CRs to try 
more things audaciously, on the other hand, it's a warning. It is the CRs， 
responsibility to sell more drinks in that area and to make the area better from the 
perspective of Earnest. 
Just as Heskett (1990) declared: A person who has information can't avoid 
taking responsibility (Pp: 228). The Earnest CRs eagerly expressed their opinions on 
the district management one after another: 
“The area is assigned to me, so if it is not developed well, maybe 
someone would laugh at me, as everybody knows it's my responsibility." 
“I will feel good when I pass by some stores which I do well. Similarly, 
whenever I think about the failed parts it's headachy." 
“I am the principal of my area, at least for the Earnest's drinking selling, 
except home, that area is the place I spent most of my time on." 
In addition, the CRs also disclose that it costs them lots of time on the job even 
though they are off duty. For example, what happens all the time is that the CRs can't 
finish the task in time. So they will keep on working till seven, eight or nine o'clock. 
As a result, the afternoon session would hardly begin at 6 pm, as the company 
originally planed. In addition, some CRs would pass by their area on the way back 
home. Mostly they would keep on the “go line" habit, taking other drinks out of 
Earnest's cooler. For instance. 
“I feel the pressure even after work. When I am back home, I can't do 
anything until I finish the homework: review today's performance, think 
about how to fulfill the task tomorrow, remember all the 
promotions... Of course, sometimes I would complain the situation with 
my colleagues, it seems my life consists of Earnest only, both on and off 
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job. However, I know nobody but myself should undertake the burden. 
Though tired, I am getting mature at the same time." 
These words are from Andy, a four-month CR. Though he joined in Earnest only 
for a short time, he has already realized the duty he has as a principal of fixed area. 
Moreover, some other CRs told me that they think the feature of this job is much 
beneficial for their personal development. 
"I have a capacious area to conduct my work. I can realize my ideas 
freely. Needless to say, now we have a variety of customers. New 
opportunities arise ceaselessly. Hence I can learn more and express my 
talents." 
"If I can't manage an area well, how can I do something more 
complicated and of a bigger scale?" 
Therefore, it seems all the CRs have a clear idea of the responsibility they bear, 
though the supporting philosophy might be difference: ‘‘face，’，personal development, 
challenge, etc. This is the result that management expects for. TDSs always joke 
themselves as a coach, their responsibility is to train the CRs to have the ability to 
compete with others independently, at the same time, take on the responsibility of win 
and lose. As the President of Federal Express once claimed: 
"You've got to let people take appropriate risks to serve 
customers...even if it means making a mistake or two once in a while. 
Well-intentioned efforts are just as important as success. And if you 
hang your sales and customer support people for trying to do something 
that doesn't quite work, you'll just get people who won't try anything." 
(Flood 1993:517) 
Furthermore, others have pointed out that it can be in employers' interests to 
allow workers some degree of autonomy to build their commitment or to add 
flexibility (see Burawoy 1979; Friedman 1977; Fuller and Smith 1996) 
Employers need these CRs to represent the company to interact with their 
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customers, and to take care of all the covered areas. As the interaction is an extended 
task, let alone the customers are sharp businessmen, so it is impossible to prepare 
everything in advance. It is up to individual talents to manage the district well. 
For the company based formal training, management could deliver the company 
tenet, the basic interaction procedure, presentation process... the things which are all 
standard and uniform to the CRs. However, with the enlargement of the working 
contents, the actual interactions between the CRs and customers are more and more 
elusive. So it's impossible for management to teach the CRs every single and detail 
part of work. On the contrary, if the training is too micro, it might restrict CRs' own 
inspiration and creativity on the job. In other word, the concrete routine is not 
applicable in CRs' work. A lot of individual wisdom is needed in the long term 
communication with the business oriented customers. Thus, rather than teaching the 
CRs all the things they can prepare, management shows a general direction, provides 
a frame of work only, and leave more room for the CRs to think and handle the 
situation themselves. And furthermore, an authority is also left to all the group TDSs, 
to freely organize informal training and discussion about the work technique. As all 
of them were used to be CRs and hold fruitful and update experience on the 
interaction, which is useful for the CRs，work. Hence, during the field work, it's 
common for me to see CRs and TDS gather together, to discuss the problem and 
share each other' experience. 
In fact, the employers are more interested in training the CRs to hold the 
consciousness to positively control the district, though this is also the only thing they 
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can do so far. Management makes a lot of efforts to motivate the CRs, to increase the 
working passion of the CRs, since they know, as long as the enthusiasm is inspired, 
the responsibility and power are delivered, CRs would spontaneously make use of 
their own creativity and wisdom to accomplish the task. The CRs have stake on the 
success or failure of the district management. So when the CRs gain the district, enjoy 
the power, they also accept the responsibility, and voluntarily treat it as their own. 
To sum up, just as I mentioned in the beginning of this chapter, what Earnest 
needs is a generalist who can handle all the situations happen in the district 
independently. The ultimate goal for recruitment to training is to secure its share of 
the market. So they both internally educate the CRs to have a winning attitude and 
externally teach them some basic selling skills, in order to cultivate the CRs to grasp 
the decision making power as well as the consciousness to manage the district well 
with no shirking of the responsibility. In addition, during that cultivation process, 
management prefers to leave more autonomy to the CRs to figure out the proper 
methods to interact with customers case by case rather than seriously strict their 
behavior to the determinative scripts. In the next chapter, I will go out of the company, 
to investigate how the CRs use their own autonomy and creativity to carry out the 
work, to perform the interaction. 
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Chapter 5. Building Relationship before Selling 
In the last chapter we have known that management deliberately leaves some 
autonomy to the CRs to decide the details of their work procedure. As the CRs mostly 
work alone on the street, in a fixed area, the so called: “CR，s area，，，they have a lot of 
autonomy to decide how to handle the interaction and have more leeway to change the 
routine and suggested scripts to the way they like. In this chapter I shall investigate 
how the CRs perform the role of a representative of Earnest to deal with the 
customers. Like what I mentioned in Chapter 2, the power bargaining under instant 
and short term interaction is intensive, so let alone the contest within the regular and 
long term communication between CRs and grocery owners, since it will last long and 
the affect is deep and continual. So what strategies do the CRs use to get and keep 
their leading positions. What I keep on emphasizing is that the counterpart of the 
interaction are canny businessmen, they don't obey and give in easily, it is not easy 
for the CRs to get the dominant position. In answering these questions, I shall firstly 
list the ways CRs use to interact with their customers, then the philosophy behind 
such strategy is put forward. Later, I shall bring in another party一employers, to 
investigate how the CR-customer interaction works under a bigger picture. How does 
the three-way dynamic relationship work with a repeated interaction between 
employee and customer. 
5.1 The Strategy the CRs Use to Control the Customers 
As mentioned before, the CRs are trained to convince store owners to buy more 
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Earnest's and fewer other drinks. At the same time, they should also persuade the 
owners to order from them directly rather than from any other sub-wholesalers. 
Because only through this can the CRs have long term and frequent chances to 
actively persuade store owners to buy Earnest drinks and try more different S.K.U. 
Otherwise, store owners would make decisions based on nothing but their profit 
• 27 
interest . Thus, to some extent, these CRs not only compete with salesmen from other 
drink companies, but the wholesalers as well. So what is the kind of strategy the CRs 
use to attract store owners to wait for their coming once a week to order instead of 
simply giving the nearest sub-wholesaler a call anytime they need the drink? Needless 
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to say, the sub-wholesaler would provide price advantage occasionally. 
Even when I was only a trainee of Earnest, a CR has already told me: 
"You know what is the most important for our work? The relationship 
with the customers! If you can't build and maintain a good relationship 
with customers, no sales, S.K.U, merchandising, or even a piece of 
poster, you can do nothing. So it is of paramount importance for us, the 
CRs to establish a friendly relationship with our customers. It does shape 
our work and help us to control the interaction as well as the customers." 
Then in my fieldwork, I find out that although the CRs omit parts of “8 steps", 
they do add something else by themselves instead. The actual time they stay in each 
store is surely not as short as the example I mentioned in chapter 4 (that is an extreme 
one). And a CR, Carter analyzed: 
"The vital reason why customers are willing to order from us is because 
of the relationship. I think relationship is the foundation of WAT. 
Actually if we can deal with that relationship well, customers would 
even ignore the price difference between ours and the sub-wholesalers, 
and be accustomed to ordering from us. So you see how significant that 
27 Some S.K.U are quite popular, some are not. So for the customers, they would tend to order more popular 
products. It is not advantageous for Earnest to promote all the S.K.U they produce. 
Since there are only limited sub-wholesalers appointed by Earnest, the others would provide lower price 
sometimes to securel more business. 
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relationship is and we would try anything we can to build and maintain a 
good relationship with our customers...’’ 
In the CRs' mind, a good relationship is the starting point for sales order, 
merchandising, putting up the posters... Furthermore, it facilitates the customers to 
develop the habit of ordering from Earnest CRs only. Customers would "forget" other 
ordering sources gradually and enjoy the convenience the CRs bring. So it seems that 
if they can manage the relationship, they can accomplish their tasks and be a principal 
of the district. Through my participant observation and interviews with the CRs, I saw 
and heard lots of stories about how the CRs used various skills and methods to build 
and maintain the relationship with customers. A summary of such skills and methods 
to build relationship is presented in the following section. 
Keep on Routine Visits 
When the CR first takes a district, everything including the stores and total 
environment is new to him. Thus he has to get familiar with the people and the 
community there through his own efforts. Frequent but routine visits can be an 
effective way. 
As a matter of fact, within the two hundred customers, only a few are easy to 
accept the CRs. Most of others would not take in CRs facilely. As Jerry explained 
further: 
"Store owners are able to use their own ways to order Earnest drinks if 
they need to. Why should they intentionally leave it to some strangers? 
However, as I always encourage my CRs, 'this routine visit is the first 
and the only strategy for you to get close to the customers. If this can't 
be done, say nothing of ordering' So the CRs should only insist on 
visiting, the same day, once a week, until the ice is broken." 
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Jerry emphasized the importance of the routine visit. Martin, a CR, said “At least, 
I will let them know who I am first." My field notes recorded: 
It's Leo's first time to visit that store. So he warmly introduces himself 
as well as the service he would provide to the store. However, it seems 
the owner doesn't have much interest in what the CR is talking about. So 
he interrupts him and responses perfunctorily: “all right, I will let you 
know if I need the drinks ” Then he looks down and holds on the 
newspaper he is reading. Leo looks a little bit embarrassed. But he still 
says: “Never mind, I am here today for greeting .1 will come again next 
week this day. Feel free to let me know if you want to order any drinks 
of Earnest. Ok, bye-bye!" 
After we are out of the store, Leo clarified to me: 
"It's tough when I just begin to visit them. In most cases, they won't 
order from me so quickly because they don't know me. They don't know 
my style, they don't trust me, how can they order from me? So I should 
use my action to let them get familiar with me first." 
For all the CRs, even though they know that they may not get orders from store 
owners for the first few times they pay the visit, the CRs never give up. Even just 
simply say "hi" or put up a piece of poster, they still keep on the routine visits to their 
customers. As they believe that through the unremitting visits, they would get close to 
the customers sooner or later. A good beginning for a nice relationship between them 
is important and the sales order would also come along with that. 
Furthermore, whenever CRs pay the visit, they try to use some small tactics to 
please their customers, joking is an example. As Mark said: 
"We should take the initiative to establish good relationship with the 
customers. To them, if they can make money, it's no difference to 
cooperate with sub-wholesalers, us or other brand's CR. They don't care. 
Money talks. But to us, we can only depend on their ordering. A good 
relationship will smooth our job, and it is usually built within a relaxed 
environment. So whenever I pay the visit, I would try to make some 
jokes to please them, to ease the atmosphere. It is a foundation for 
relationship building. For example, there is a customer, whenever I go 
there, she always looks serious, and never talks to me. So one day, when 
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I entered the store, I asked her: 'Hey, madam, are you always so serious? 
You know I am so nervous every time I come in, my heart beats sharply 
and quickly, though you can't hear that...'She laughed right off，and I 
know I got it." 
Mark explained further that he would remember some effective jokes and keep 
using on the proper customers if necessary. 
Besides, some other CRs would use marketing promotion gifts as the "first 
meeting gift" for their customers: “Hey, I am the customer representative of 
Earnest. It's the first time I come here, so I bring something for you. I hope you will 
like it.” According to the CRs, if they give something to the customers on the first 
visit, it would be much easier for the customers to accept them. "These store owners 
are mostly quite difficult to please, so the gift is like a sugar-coated bullet, to let them 
have a nice mood and develop a good first impression on me." 
However, sometimes the customers even don't give chance for the CRs to leave 
an impression, as they simply don't talk to the CRs. Priscilla told me: 
“There is a female customer in my district. She always ignores me 
whenever I visit the store. Needless to say she won't buy the drink from 
me. So after about two visits, one day, I changed my strategy, I bought 
something from the store first, let her has some profit, then she 
eventually talked to me and told me the reason why she was mad at me 
even though we never talk. It's because the previous CR promised to 
give her a free sunshade. But he broke his words and I never mentioned 
about that either... Then it's much easier for me, as I know what she 
cares about and I know how to start this relationship. Anyway, I think 
that day is a good start and now we get along very well. Now she always 
orders from me." 
To let the store owners speak out, either the reason why they can't easily accept 
Earnest CR or their true needs, indicating a cut-in point for the CRs to get along well 
with the customers. Furthermore, even though sometimes the store owners are not 
willing to directly tell the CRs, the CRs would also have the ability to find out by 
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themselves through the observation. A similar situation happens on Dang as well: 
“I remember there is a customer in my district. He never orders from me. 
Even I greet him every time I pay the visit, it seems he is not that willing 
to talk to me. Then after several visits, I noticed that he doesn't have a 
business cooler. He freezes the drinks in a very small refrigerator. It's 
inconvenient for him and has negative impact on his business. So I 
helped him to rent a big and beautifial cooler from our company. His 
business improved a lot since then. Of course, now the relationship 
between us is very good. He buys Earnest drinks only from me." 
Various skills are used to improve the content of each visit, especially the first 
one. As a satisfactory first impression would be a nice start for relationship, and "you 
never get a second chance to leave a good first impression on others ” 
Moreover, even though the customers have accepted the CRs and given orders to 
them, the routine visit is still very important: 
"We should show our responsibility to the customers and let them trust 
us fully. We keep on visiting them once a week. This exhibits our 
determination to do the job well. At the same time, it distinguishes us 
from the other CRs they meet every day. We are kind of outstanding CRs. 
We are from professional drink company. Everything we do is quite 
formal, which lets the customers feel secure." 
Even though the CRs and the customers are getting on with each others better 
and better, the routine visit would continue, as it is also an effective method to 
maintain the relationship. As I always emphasized, the CRs would interact with the 
customers in a very long period of time, and the relationship works all through. 
Frequent maintenance and solidification is needed. 
Routine visit is the basic way for the CRs to approach their customers. It is a 
precondition for building the relationship. However when we talk about the visit, its 
essence is far more than just going to the store physically. The CRs should also 
29 Quotation from the speech of Charles, one Unit Manager of Shenzhen Earnest in the STS. 
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consciously break the ice and make customers accept them as soon as possible. Only 
on this foundationroutine visit, can a series of other means be applied, both 
verbally and substantially. 
Praise and Flattery 
Everybody likes to hear the positive comments and flattery from others. It is a 
common psychological feature of human being. The CRs catch this feature and try to 
use it as a method to please their customers. 
One day, I went line with Leo. As we just entered a grocery store, Leo 
looked at the lady boss and pointed to her ear rings: "Are they new?" 
(“Yes, I bought them yesterday.") “Oh, they are so beautiful and suit 
your dress very well". This time, she didn't say anything but just smiled 
and eventually ordered ten boxes of drinks from Leo... 
"To me, I just say a few words that I admire her. I have nothing to lose. 
But to her, she cares about this praise. And you see she smiled so 
happily...Don't downgrade it, it's very useful and our relationship is 
getting better and better through this kind of bagatelle.. ’， 
Just like what Leo interpreted, he praised her, not only for relaxing the 
atmosphere at that moment, but also for smoothing the long term relationship 
between them. On that day, with his praise, probably he got more orders than without 
it. At the same time, from the customer's point of view, she is glad to hear the 
comments praising her good taste (beautiful ear-ring; suit the dress very well) and 
through that she gets the idea that the CR quite cares about her (he realized the new 
ear-ring she just bought yesterday). “Actually I am not sure if they are new or not, but 
that doesn't matter. I will praise her the same way even they are old." So, to Leo, 
praising is only a means to improve the relationship between them, he cares the 
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outcome far more than its actual contents. 
Furthermore, according to the CRs, “if you do want to let the praising work, you 
should not only praise but also praise wisely and sincerely. So some CRs would try to 
find out the speciality of their customers and compliment them from a different 
perspective. "We praise, and our concern is the effect it would bring." Like an 
example Lily gave to me: 
“I have a customer, she is very pretty. So I occasionally hear others 
praising her beauty when I go to her store. But for me, I never said that. 
And one day, I saw she's writing something, and I said: 'Oh, look at that, 
how beautiful these calligraphy are, your handwriting is as beautiful as 
your image.' She smiled to me and replied: 'you know, I practised it a 
lot when I was a little girl and I also won a handwriting contest when I 
was in school... ’ To be frank, I was quite satisfied with my performance. 
As everybody praises her beauty, so if I do it again, it doesn't mean a lot 
to her. She is accustomed to it. However I admire her from a new angle 
-the handwriting. And when I praise it, I also mention her appearance, I 
think that's fresh to her, and it works." 
When the CRs flatter their customers, there is only one purpose: to please the 
customers and hopefully build a good relationship with them. In the CRs，philosophy, 
only a good relationship can help them to do the job successfully. 
Anyway, the jokes, praise... these kinds of skills are only at the verbal level. 
They are not substantial remarks. So if the customers are really as "calculative" as 
what the CRs describe, then it seems these verbal skills were not be strong enough to 
make the customers satisfied, and to maintain a good relationship, something 
substantial would also be needed. 
Doing a Favor 
The store owners usually have quite a few approaches to buy Earnest drink and 
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this raises the difficulty of the CR's work. So the CRs should always show their 
special value and let the customers feel that it is in their interests to cooperate with 
them. Doing a favor to customers is an effective way to secure such cooperation. 
Firstly, in order to exhibit their professionalism of them, the CRs would 
frequently bring forward some advices and suggestions on store operation. Just like 
one CR, Peter said: 
“Through our long term work in the district, the information we master 
is not only about the drink selling of Earnest, but a compositive situation 
of the whole district. So we can usually help our customers to analyze 
the business from a scientific and wide perspective, like the objective 
environment, oriented customers, etc, thus give them some useful 
suggestions about how to promote their business. They will be grateful 
for that ” 
Later another CR, Dang gave me a concrete example: 
"As my district is a commercial area, every day there are hundreds of 
thousand of people here. They come and go. The mobility is high. So I 
would always advise my customers to sell the stuff which are easy to 
carry, can and plastic bottle drink for example. If they put too many 
products like instant noodles on the shelf, it would block their business. 
Thus, the customers would think I am quite professional and thoughtful. 
And in most cases, they would accept my suggestions. Of course they 
will listen to me when I want to promote the new product of Earnest as 
well..." 
Dang laughed when he talked about this. It seems that their professional 
opinions are quite welcomed by customers. According to many grocery owners, with 
the development of supermarkets, the business of their stores is not as good as before. 
Furthermore, the competition is tough among themselves. So if someone put forward 
feasible suggestions which are advantageous to the business, they would mostly treat 
them as “a good guy". In addition, in order to make it more convenient to customers, 
the CRs would sometimes even write down the suggestions. Many customers feel 
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very touched by such friendly and sincere suggestions. 
Secondly, the CRs would provide some physical help at the stores, for example, 
to assist the shop owners to do their business. During my field work, it was very 
common to see the CRs to help the shop owners to accomplish some deals when there 
were more than one consumers came at the same moment or the owner happened to 
be busy with something else. Sometimes, I joined in to help too. 
"You guys are different from the CRs of other companies. When you 
notice I am busy, you would usually help me out first, then talk about 
other things. But for the other CRs, no matter how busy I am, they 
would continue to talk about their products and this would interrupt my 
work.，’ 
Thus I realize how important it is to give some assistance to the shop owners 
especially when they need it. This would give them a good impression. 
Furthermore, the CRs generally required themselves to develop the ability of 
reading their customers' mind. This means that they would give them a hand before 
they ask for it. And here is an example from Alex: 
"There is a customer on my Monday line. It's quite a big store, actually a 
mini——supermarket. But they seldom order from me. Then last year, 
before the National Labor Day, I noticed that though the store was big, 
it's not well decorated. In fact, it looks a little bit messy. So I thought if I 
used Earnest posters to ornament it, the store would look better and full 
of festival atmosphere. So I went to the store on a weekend, with piles of 
Earnest advertisement, and used a whole day to decorate and cleaned the 
store. They were very touched. We talked a lot and from then on, we 
became very close. Every time I go, they would order from me. “ 
Actually in order to build and maintain a good relationship with the customers, it 
is quite often for the CRs to spend extra time or even money on the work. Though this 
is extra, the CRs treat it as an investment. Anyway, a district is assigned to each CR. 
So it is the CR's responsibility to manage it well. My field notes record Leo's story: 
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"There was once a promotion for the can drink. This means customers 
can exchange a new can drink with ten pull-tags. I know some customers 
would face the problem that the quantity of the pull-tags they collect is 
not exact the multiple of ten, say they have ninety-eight, then they need 
two more pull-tags to exchange ten cans. So if I can give them some 
pull-tags to makeup, they would be very grateful, especially when it is a 
few days before the deadline. So I bought drinks and collect a lot of 
pull-tags myself, and gave them freely just before the close day. It's 
quite helpful, as even though they only got two and a half bucks for a 
drink exchange. Yet, they do mind ” 
The CRs think that the time or money they spend, they would get something 
back from the customers sooner or later. The return came in the form of cooperation 
and support of their work. And bit by bit, the CRs expand the scope of their help, 
from business only to anything they can think of. Just Like what Peter said: 
"Customers' need is not simply about Earnest. For example, when they 
are back from shopping, they need a hand to carry the bag; when the 
baby is crying, they need someone to help it." 
Thus, some CRs would also spend time to play chess with customers, chat with 
them about stocks, TV programs... "Our relationship improves through all these 
kinds of activities. When the customers enjoy it and have flin from it, we get their 
favor and trust!" 
Winnie told me that she didn't mix in well with a customer at the 
beginning, “I think probably it's because we are both young women, you 
know people with the same sex are easy to be inimical with each other. 
Then one day, she said that she would go to the nearby department store 
to buy something. And I responded quickly: 'Oh, yes, I also plan to do 
shopping there, we can go together.' During the shopping, I tried to talk 
about the things that she had the interest. I also bargained for her...It 
seems we are getting better after that experience. She orders from me all 
the time ” 
Then I asked Winnie: “Do you really want to do shopping at the very 
beginning?" “Of course not, it's just an excuse for me to accompany her 
to go to the department store and I want to create more chances to talk 
with her ” 
Be honest, the CRs spend quite a lot of time on how to make the customers 
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happy. They also play different roles when necessary. Like Winnie' case, when they 
did shopping together, they looked like friends more than CR and customer. 
All the CRs have the clear consciousness that to give customers a free hand is an 
awfully effective method to build and maintain a good relationship. So they would be 
willing to spend either time or money to “invest” on that, to make the customers 
happy, as they know “if they seed, they would reap". And here, the philosophy is "If 
the customers are happy, we are happy!" 
Free Gifts 
Because customers have more choices, both the brand and the product source, 
the situation is more like a buyer's market and all the CRs have to meet the needs of 
customers and win their hearts. Since the operation of grocery stores is a business 
with small capital, so in a majority of cases, customers act pretty miserly. To give 
them some free gifts would be quite welcomed. 
The colorful Earnest advertisements can be the first thing that comes into the 
CRs’ mind as a gift. Especially these years, Earnest has invited many famous artists 
as their models. Their posters are usually highly welcomed by the customers, 
especially to some young people. So this is probably the reason why the CRs carry a 
lot of advertisements with them every day, part are used to attract the ultimate 
consumers, others are just functioned as gifts for customers. "Actually, sometimes, 
the gifts occupied most of the advertisements we take out." 
Besides, the CRs can get some gifts every now and then from the company, such 
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as sunshade, umbrella, clock, etc with a logo of Earnest. To be the principal of the 
district, it is up to the CRs to distribute these gifts, though the gifts are originally 
designed to encourage or praise customers to order more drinks. To the CRs, these 
gifts are just another weapon to subdue the customers, to get the customer to 
collaborate. 
Leo has a good story to support that. “There is a customer on my 
Wednesday line. She never asked me to order. One day, I saw she was 
walking under the sun, I think it was during the summer, and on that day 
there happened to be an umbrella in my bag. So I took it out and gave to 
her immediately. I said nothing at that moment. Next week, when I went 
to her store again, I didn't mention that umbrella. This time, she actively 
asked me the price of Earnest drink and I caught up that opportunity to 
let her know the benefit to cooperate with Earnest. Eventually she 
ordered and from then on, she only orders from me." 
However, on the other hand, if the gift giving is too frequent, some negative 
effects will follow. I once witnessed how customer blamed the CR just because one 
steel wire of the Earnest umbrella was broken. The customer thought the CR was not 
honest and gave her something bad to cheat her. According to that CR, Lily: 
“I didn't know the umbrella was broken. It's packed and so I didn't open 
and have a look at it before I gave it to the customer. Honestly the reason 
why, I gave her that umbrella was that I originally aimed at amending 
the relationship between us. But, oops...I not only didn't achieve the 
goal, but even worse. Thus, I promised her that I would give her a clock 
next time ” 
The fact is, as time goes by, with more CRs use various gifts to please the 
customers, customers are accustomed to that "custom" and ask for more. 
Ben's story might make sense of that: “There is a very important 
customer on my Friday line. I have used various skills to please him. I 
have also gave him some regular market gifts, like sunshade, clock. But 
it seems he is hard to be pleased. One day, he told me that he needed a 
chair and asked if I could give him one. But you know, we CRs never 
get chairs as market gifts. However, I know if I can't give him a chair, I 
can hardly change the relationship between us. So I borrowed a chair 
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with Earnest logo from my colleague (he is in other department), and the 
customer was very happy when he received it. I guess it is both because 
he got what he wanted and it's unique among his neighbors. After that, 
we became much closer and he ordered from me always. Now I owned 
my colleague a favor but thank God, his neighbors didn't bring forward 
the same request." 
Actually, the gifts CRs give to their customers are based on customers' needs. 
The gifts are not limited to Earnest free market gift. Peter joked: “I never smoke, but I 
always put a box of cigarette in my bag when necessary." And Lily followed: "Yes, 
right, I usually put some candies in the bag. It's useful to please customers' kids.”... 
Certainly besides these four methods I discussed above, CRs would catch any 
opportunities to meet customers' needs, try to be close to them and please them. 
As the grocery store owners have a range of choices to do the drink business and get 
profits, they would not treasure the opportunity to cooperate with Earnest CRs as 
much as CRs do. To build and maintain a good relationship is an effective technique 
CRs could find out through the long term practice and experience. And as time goes 
by, customers would bit by bit realize the merit and importance of Earnest CRs 
through all the things CRs have done to them. Customers' needs have been satisfied 
both financially and psychologically, through the interaction with the CRs, hence 
customers are getting to accept and accustomed to the CRs. Actually when the 
relationship is stable, the CRs would not only gain the compliance of customers, but 
change the power relationship and be able to control the customer as well. According 
to my observation, when the customers are quite close with the CRs, they would let 
the CRs freely put up the posters anywhere they want and they would not order until 
the CRs come to visit them. Just like what Macdonald and Sirianni (1996) argued: 
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The rise of interactive service work means that worker's satisfaction and control often 
depend much more on relations with clients and customers. (Pp.21). A good 
relationship helps CRs to obtain the upper hand in the interaction, control the 
customers, therefore be a principal of the assigned district. 
In the next part of this chapter, I would analyze how the "relationship" concept 
came into being and why the relationship could help the CRs to control the interaction 
and transform them from a weak position to a powerful one. 
5.2 The Background of Relationship Based Interaction 
* Relationship Based Interaction: A Sum Up of Long Term Experience 
During my observation of and my interviews with the grocery store owners, I 
found out a very interesting phenomenon. That is, nearly all the owners call Earnest 
CRs，name directly rather than the combination of Mr. or Miss with the brand of the 
product~Earnest, like what they do on CRs from other companies. Sometimes, the 
customers even check out the CRs' phone number through their own mobile phones. 
Thus all the explicit status represents that they are pretty close, just like friends. 
However, whether the actual situation is like what it shows to us or it conceals 
something else? And originally Earnest CRs are just like the CRs from other drink 
companies, they are the salesmen of Earnest, representing the company to do business 
with the grocery stores. Thus, to the owners, whether the CR is A, B or C, it does not 
matter, whatsoever he/she is a representative from Earnest. However, through my 
observation, when the Earnest CRs build and maintain the relationship with the 
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customers, it seems they represent themselves more than the company. The 
relationship is individual-individual rather than organization-individual, it's a 
personal relationship. 
In Chinese, this personal relationship is termed as "Guanxi" (Kiong and Kee 
1998; Davies, Leung, Luk and Wong 1995; Luol997). It is one of the major dynamics 
in the Chinese society where business behavior revolves around guanxi, and has been 
pervasive in the Chinese business world for the last few centuries (Luo 1997: 43). In 
fact, through years, many scholars have written about the necessity for good guanxi 
when doing business in the Chinese society (i.e., Alston 1989; Luo and Chen 1996). 
In China's new, fast-paced business environment, guanxi remains its important 
position (Luo and Chen 1996:20). 
During my interview with Steven, a TDM, I asked for his opinion about the 
personal relationship between the CRs and customers. His answer surprised me quite 
a lot: 
"Actually, when you look at the international formal documents of 
Earnest, you would never find the word: "relationship". Whether 
'8-step' or the presentation procedures, the 'relationship' concept does 
not exist. What Earnest internationally publicizes is trustworthiness. But 
when the brand and all the related concepts, procedures came to China, 
within this context, trustworthiness was interpreted as 'relationship'. It's 
a localized conception. And be honest, through years of practices, it 
works pretty well." 
Afterwards, I checked quite a lot of the training materials, company memos, 
recruitment principles, etc which were used globally, and I did not find the word: 
relationship. But in Earnest, China, how does the concept come into being and why is 
it so popular and important? Steven later explained: 
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“I think probably it is because of the unique WAT selling system of 
China. Our CRs keep on a long term interaction with the grocery store 
owners. So they need something which can help their work permanently. 
Furthermore, you know, in China, when you do business, the 
relationship is of paramount importance, as what CRs communicate with 
are not common customers, they are businessmen. So be frank, to use 
this notion to interact with them would be quite acceptable for both of 
them. About how did it come into being, I think it's because the 
experienced and previous CRs find out this way. Through years of 
practice it's proved to be useful. Then the other CRs continue to do so." 
To build up a good personal relationship is not the requirement of the job. Yet in 
the CRs’ mind, it is a precondition for them to accomplish all the tasks. So they figure 
out the concept and the applicable method on their own initiative. Actually when the 
CRs took over the assignment, without too much guidance of management (as the 
management were exploring themselves), they had to create and figure out some 
feasible methods themselves. To them, the company only provided a basic directions 
for the w o r k “ 8 step call process" and presentation procedure. It was not enough for 
their daily work. A lot of their own input was needed. According to Kusterer (1976) 
the working knowledge is developed only in response to difficulties that occur on the 
job. The learning of working knowledge is one step in the larger problem-solving 
practice of work. The relationship based work accomplishment is totally frontline 
experience rather than a written routine required by the company. According to the 
CRs, various methods are applied for different people and situations. But the major 
idea is unchangeable: a relationship building and maintenance. Furthermore, there is 
no fixed pattern for CR-customer interaction. Some are prepared or tested strategy, 
some are brainstorm, some are enlightened from others. As a matter of fact, although 
management does not formally teach the detail and substantial interaction method for 
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the CRs, the CRs frequently share the experience themselves, not only in the group 
meeting, but also in their casual talk. For example, during the afternoon session every 
day, the CRs of the same group would naturally talk about the problems they meet 
with on that day, how they conquered it or asked for others' opinion on that. The CRs 
were usually quite passionate on that, and everybody would bring forward their 
personal idea on how to interact with the customers based on different situations. 
Besides, in the Wednesday afternoon's training, TDS would mostly share his/her 
insights and techniques about the customer interaction with the group CRs. The TDS 
is usually promoted from CR. He/she has full experience on the customer interaction. 
So TDS would constantly guide the CRs by having a lot of discussions on the 
relationship building and maintenance, to collect people's wisdom and be an 
enlightenment for others. 
Just like the empirical cases Kusterer (1976) used in Knowledge on the Job (in 
the cone department, a machine operator figured out a way to use water from the 
drinking fountain to produce a higher quality cone edge than the machinery could 
otherwise turn out; two tellers in the bank devised an informal filing system that 
enables the tellers in the Newton branch to routinize the processing of customers' pay 
checks that are received in the mail directly from the employers, a system that saves a 
teller several minutes each time she processes one of these checks), the CRs of 
Earnest spontaneously constructed the idea of "relationship building" and all the 
feasible methods to smooth their work. And once the knowledge has been 
disseminated to the other workers concerned, then it becomes part of the general 
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stock of working knowledge. Workers are able to accomplish things that were not 
possible before (Kusterer 1976: 215). 
* The Philosophy behind Relationship 
It is widely recognized that guanxi is the life blood of the macro economy and 
the micro business conduct in the (Chinese) society is guanxi network (Luo 1997). 
Chinese society is based on the relationship (Liang 1974). 
Guanxi, firstly, emphasizes personal relationship creation and development (Luo 
1997:48). The CRs and customers initially do not have any direct or indirect guanxi. 
They do not know each other before. Then from the very beginning introduction until 
the various skills the CRs apply to please the customers, the CRs try very hard to 
build guanxi with customers. 
Thus when CRs building a guanxi, the skills they use are more on the individual 
level. They care the customers, praise them, joke with them, and even use the locality 
and dialect background to approach the customers, they purposefully want to build up 
the relationship on the individual level, as they consider: the good quality of Earnest 
drink is unquestionable, so if the customers are willing to order from us rather than 
someone else, they should have a good impression on us and so we have to build a 
solid personal relationship with them. 
Based on this guideline, in order to be personally liked by the customers, besides 
the dialect, locality.. .the things that originally belong to themselves, the CRs also try 
to use up all the possible resources appropriately and smartly. Mark gave me his 
103 
example: 
“I have a customer, who used to order from the nearest sub-wholesaler, 
and didn't want to change. I went to the store several times, but I didn't 
find a proper break-in point to build the guanxi with him. Until one day, 
I found out that his cooler is very old, and it didn't work very well. Then 
I told him: 'After I am back to the company, I will see whether I could 
apply a new cooler for you, with better appearance and function.' 
('Alright, then help me to apply for that.') 'But you know, when we 
apply that we usually need both your business license and RmblOOO as 
deposit., (‘What, RmblOOO, are you kidding? Then I think I don't need 
your cooler! I can't afford it’）‘Um..., I stood there and pretended to 
think for a while, then I replied: 'Ok, as we have cooperation before, so I 
would ask my manager whether we can give you a discount on the 
deposit.' He agreed my suggestion, but I could tell that he was not eager 
to rent our cooler because of the high deposit. A week later, I told him 
excitedly ‘Look, I talked with my manager for a long time, and he 
eventually approved me to apply a cooler for you without deposit.' ...He 
was very exited and grateful. After that we are much closer and of 
course, he orders from me all the time." 
I laughed after Mark finished the story, I know the complex process of the cooler 
renting was totally directed by himself. The company could easily let CRs apply 
30 • 
Earnest cooler without deposit , and Mark could simply say: "hey, I can help you to 
apply a new cooler of our company, and you can rent it free." ("Alright, thank you!") 
"Earnest has a lot of resources, small like pen and poster, big like cooler, 
they are initially designed for customers. Then whether the resource 
would have the expected effect would depend on the way how we 
distribute it. The customers wouldn't treasure it if they think the stuff 
originally should be given to them, the resources would lose its value. 
However, if we make use of it to build or maintain the guanxi with 
customers, to give them on behalf of us or let them feel we do something 
for them, they would appreciate us very much and it would have a 
positive influence on our work correspondingly." 
It is quite common to this kind of conversation between the CRs and customers: 
CR: Alright, you have ordered five boxes today, so I will give you two free 
cans as gifts. 
30 To put Earnest cooler in the grocery store is also a key method for company to promote the brand, not only 
because there is a huge logo on the cooler, but also according to the internal statistics of the company, averagely 
speaking, stores with cooler would order twenty-five boxed per month, whilst stores without cooler would order 
only eight boxes. 
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Customer: Only two cans? I order 5 boxes! 
CR: I am afraid I can only give you two cans, you know, according to the 
company policy, you can't get free drink until you order ten boxes. But 
as our guanxi is very good and you always support my job, so I will give 
that to you myself. They are saved from my own welfare products... 
Actually the customers ought to get two free cans s as long as they order 5 boxes 
of drinks. But CRs would usually utilize every opportunity to let customers feel good 
on them, trust them and have good guanxi with them. And here is another example: 
Andy originally would launch ten sunshades on a wide road to make a 
good market atmosphere of Earnest. But before he did that, he would 
talk to the along road stores owners as: “oh, it's so hot here, I will bring 
you a sunshade next time I come, to let you feel comfortable." 
Customers are mostly very happy about that. Of course their impression 
on Andy would also improve a lot. 
As every CR takes charge of a specific district, the stand or fall of Earnest drink 
selling relates directly with his/her performance. So from a long term perspective, to 
hold a personal relationship with the customers would help CRs to work much 
smoother and easier. 
The sales of each CR does increase with the building of relationship. However, 
every coin has two sides. Some other problems come into being as well. Since 
customer would think it is the CR rather than the Earnest company that gives them so 
many free stuff, so their appreciation is for the CR, not the company. Thus, if the CR 
of a district changes, everything would have to start from scratch again. The new CR 
can only share a little credit with the ex-CR (The customers will keep part of the good 
impression of the ex-CR on the new CR). So for these negative effects of guanxi, I 
consulted Steven: 
“Yes, you are right. According to what we planned originally, the CRs’ 
change in a specific district should have little influence on the business. 
The customers are expected to think: we do the business with Earnest, 
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rather than the individual CR. When we teach CRs the "8-step", the 
presentation procedure... what we want them to gain is customers' trust 
and let them realize the benefits to cooperate with Earnest. However 
through the CRs' own understanding and practice, they transform the 
concept to guanxi. Um... maybe it's more suitable for the Chinese 
society, and it's an efficient method for the CRs, though it's not that 
professional. Actually we don't want this to happen. It has potential 
problems ” 
The company has a dilemma. On one hand, if the guanxi strategy is applied, it 
would bring problems and destroy the professionalism of Earnest. On the other hand, 
without some other alternatives, this strategy does work in the existing environment. 
Both the CRs and the shop owners enjoy and welcome this "guanxi". At the same 
time, Earnest's total business also improved with the increase in individual CR's sales. 
According to Steven, from management level, they never formally emphasize 
"guanxi" and train them the relevant skills of that. However, under the precondition 
of no better alternative, they don't oppose the CRs to do that either. "Though it 
undermined our professionalism, anyway, the WAT is unique. So we treat it as the 
appendant of WAT, a selling method with typical Chinese characters...,， 
Thus, though the relationship is built and maintained at the personal level, the 
efficacy is far more than that. Like what Luo and Chen (1996) have pointed out: 
When the personal relationship is devoted to and used by the organization, guanxi 
then plays a role at the organizational level. (Pp: 300) 
Secondly, guanxi is intangible. It is established with overtones of unlimited 
exchange of favors and maintained in the long run by unspoken commitment to others 
in the web. People who share a guanxi relationship are committed to one another by 
an invisible and unwritten code of reciprocity and equity (Luo 1997:44). Cicero stated: 
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"There is no duty more dispensable than that of returning a kindness, all men distrust 
one forgetful of a benefit ” Men have interested on the importance of reciprocity for a 
long time (Gouldner 1973:226). Another sociologist G.eorg Simmel (1964) 
emphasized: Gratitude establishes the bond of interaction, of the reciprocity of service 
and return service, even where they are not guaranteed by external coercion. (Pp: 
387). Mauss (1954) even pointed out a triple obligation of social exchange一to give, 
to receive, and to repay ( Ekeh 1974:32 ). 
Though from the very beginning, it's the CRs who actively want to build guanxi 
with customers. When it is built, guanxi is reciprocal (Luo 1997). It would have the 
same commitment on both two parties, albeit they are not totally equal. This is why 
the CRs always claim that: "when the guanxi is built, it's so easy to ask them 
(customers) to do a lot of things." Like a grocery store owner; Grant said: 
“I would feel shamed if I don't order from Earnest CR when he comes. 
You see, he chats with me, helps me to find the suitable S.K.U and 
during the festival he always gives me a call... Our guanxi is good, so 
it's improper if I don't order from him, I can't be like this. 
Another customer Alice holds the same idea: 
"He helps me to apply for the cooler, with no deposit. He always gives 
me a hand whenever I want to move the stuff, he's a very nice guy, I 
would owe him something if I don't order from him. Actually this is the 
only thing I can do and exactly what he wants ” 
Thus we can see, how powerful the obligation is brought from guanxi. As 
Earnest CRs proudly state: The low-grade CRs rely on the money, while high-grade 
CRs rely on the guanxi." In fact, now in Shenzhen, there are several CRs representing 
different drink brands that would give grocery store owners money in order to share 
the drink market. For example, other company would require customers to change the 
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logo on the signboard of the store from Earnest to other brand, and would directly 
give them some money. However, still some of customers refused, because: "My 
guanxi with the Earnest CR is very good, I can't do this to him." "If I change the logo, 
it would be hard for Earnest CR. That's bad.".. • 
On the other hand, this guanxi also has restriction on CRs. The routine visit is 
one example. 
"As a matter of fact, it's we CRs who train them to have the habit of 
ordering from us only. So if we don't go, they would be disappointed, 
and it would also have negative impact on our trustworthiness." 
As a matter of fact, the maintenance of guanxi is also dependent on an ongoing 
demonstration of reliability and trustworthiness. Unreliability, a violation of trust will 
transform a close guanxi to a distant one faster than any other factor (Kiong and Kee 
1998:78). Trust is a hi story-dependent process (Meyerson, Weick and Kramer 
1996:184). As DeGlopper's notes in his study of Lukang, Taiwan, "xingyong 
(trustworthiness) is predicated on performance in business. It is not given or ascribed. 
Nobody has good [xingyong] just because his surname is Lin or Chen...An 
unpleasant man who pays all his bills on time will have better [xingyong] than a good 
fellow who can't meet his obligations" (DeGlopper 1978:304). Trust is developed 
over repeated transactions. And assessment and evaluation are essential processes in 
the evolution of trust-based exchange (Lui 1998:346). 
To the CRs, in order to build and maintain an image with trustworthiness, they 
need to keep their words always. Both the CRs and customers agree: whatever the 
CRs promise, they should accomplish it; otherwise, the reliability of CRs would 
decrease. 
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"So, I will not promise my customers to give them gifts easily. If I can't 
do it, it would affect their confidence on me, whereas, if I can, the gift 
would be a surprise for them. I prefer to give them a surprise rather than 
promise earlier, unless, I am 100% sure that I can live up to it." 
Leo shared his worries with me, and this is also what other CRs think about, 
since to make guanxi work in the long run, trustworthiness plays an important role 
(Luo and Chen 1996). 
Thirdly, guanxi is essentially utilitarian. As guanxi is an important component of 
Chinese business behavior, many scholars have stated the use of guanxi in business 
networking is strategic (DeGlopper 1978; King 1996, Chan 2000; Redding 1990). The 
use of social relations and networks is for business interests ( Lui 1998: 346). 
As a CR told me frankly: 
"We will try anything we can, making large amount of efforts to build 
guanxi with the customers, especially the key ones, who can bring us big 
sales. We will spend plenty of time in their stores, chatting with them 
and looking for the opportunity to please them. However, as long as 
guanxi is built, we won't spend as much time and efforts on that store 
anymore, we have to save both time and energy for the next customer, 
important but haven't been conquered yet." 
So no matter the "go line" or guanxi building, the CRs always strategically 
perform it from big stores to small ones, as the CRs clearly understand with whom the 
guanxi is valuable. Whether the CRs would make efforts on the store largely depends 
on the business volume of that store. Developing, cultivating, and expanding one's 
guanxi has become a common preoccupation and a form of social investment. (Wall 
1990). 
In addition, as for the gift giving, the CRs also have their own understanding, to 
use their own way to distribute it smartly and instrument ally. They expect the 
"investment" would have a satisfactory outcome. Winnie gave me another example: 
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“Every year, company would prepare some calendars as a new year gift 
to the customers. But usually we can only get around forty calendars, it's 
far less than enough for all our customers, right? Then what should we 
do? From the view of company, of course they hope us to distribute the 
calendars to the biggest forty customers. But we can't follow this 
unspoken rule mechanically, we should alter a little ourselves. Like me, I 
spend quite a lot of my calendars on the disoperative customers, it quite 
works, though I can't say the guanxi between us has been built, anyway, 
I see the hope..." 
Whether the customers could get the gifts mainly depend on if the gifts would 
realize the value. To the company, the value of the gifts is an encouragement or praise 
for customers to order more, while to the CRs, it means a weapon to seize the 
customers, customers' loyalty on CRs. 
What is more, the CRs intend to let every customer have the feeling that “I hold 
the best guanxi with CR" on purpose. Mark has a story to make sense of it: 
One day as soon as I entered a grocery store, I said to the owner: “oh, 
look, your clock is broken." ("Yes, it's so inconvenient. Hey, I know 
your company has some clocks for us, can you give me one?") "Right, 
and actually I happened to bring a clock in my bag, but it's for the next 
store, the owner ordered 10 boxes drinks last week." ("You can give that 
to me, and give him another one later.") "Well..." I stood there, thinking 
for a while and eventually I gave that clock to her. 
And then Mark explained to me: 
“You know what, that clock was originally for her, as I saw her clock 
was broken the week before, so I brought her a clock specially. But I 
don't want to give that to her woodenly, I hope to add something more 
on that clock, I want her to feel that I treat her better than other 
customers, which implies that she should also treat me well back. That 
clock and they way I delivery is good for our guanxi and my work.. ，， 
From what Mark told me, we know both the scripts and the action (thinking for a 
while) are designed before hand by Mark himself, he deliberately expects to leave 
customer an impression: "He treats me much better than other grocery store owners." 
In addition, the CRs give that idea not specially to one or two customers only, 
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but many, as Martin said: 
"When there is a cooler merchandising competition^^ the way I told my 
customers is... I don't know how to describe that, I just want all of them 
to feel that I tell him/her that information specially, I give him/her more 
opportunity, I treat him/her better than others. In fact, I can realize lots 
of them feel in that way and are quite pleased of that ” 
It's quite obvious that the CRs ultimately want the customers to feel more 
obligations on ordering and would cooperate more, and if all the customers feel the 
same way, then the CRs win. They could easily control the customers, and be a 
powerful principal of the district. 
As far as I know there are a lot of CRs' words and deeds on customers are fake. 
The CRs have detail and purposeful plan with clear objective, no matter the procedure 
or the substantial content of interaction is to possess of a good guanxi with customers 
and use it to control them eventually. Thus, I asked the CRs how they feel when 
interact with customers, since all the things they do for the customers are more like 
friends rather than CR and customer: 
“I just pretend to be their friends, actually I never feel that way from the 
bottom of my heart. If we are real friends, I think the relationship won't 
cease even though I leave the company, right? But I think I won't have 
any connection with them in case I leave the company one day." 
“I seldom talk about my personal things with customers, because it's 
obvious the guanxi between us is on a commercial base, actually I don't 
want to be too close with them, it will have negative impact on my 
work." 
"I try to know more about customers, but let them know me less. I am 
interested in building the guanxi with them, but we should also keep 
some distance, if the guanxi is too close I would unconsciously share 
them with my working pressure and strategies, which are not supposed 
31 Though the cooler merchandising is mainly CRs，work, in order to keep the drinks be put according to 
company's requirements in a longer period, company would organize relevant competition to train and encourage 
grocery store owners to place the drinks orderly themselves. 
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to be known by them." 
Some CRs even claim: "Whatever I do or say to customers are fake, though I 
pretend to be true, including my care of them. But you know I have my own 
commercial aim, all what I do is for that." 
The CRs have to maintain a not too close relationship with customers, otherwise 
"the relationship might have an negative impact on the work". Just like what 
DeGlopper (1978) described the businessmen in Lukang: “People give the impression 
of being hesitant about getting too close, too deeply involved with or committed to 
anyone else...one need not know people terribly well, and it is better to have limited 
relations with a lot of people than very close ties with only a few. (Pp: 314-17). To the 
CRs, as long as the guanxi with customers is built, what they should do is to maintain 
rather than perfect it, since if the guanxi is too close, it would have high commitment 
and obligation on the CRs as well, customers would ask for more from the CRs which 
would restrict the CRs' work, and an amiable relationship may also break down. 
(DeGlopper 1978: 315) 
The CRs unhesitatingly and rationally keep the rule: “Money is money, guanxi is 
guanxi" 32 But the process they perform the interaction break some regulation of 
company, and fiirthermore, when the CRs and customers build a guanxi, will this 
estrange the CRs and their employers, and how this guanxi has impact on the 
dynamic relationship among these three parties? We will find it out in the next part. 
32 It is translated from a Chinese slang : “ shu huan shu, lu huan lu”，（数还数，路还路),which represents 
"business is still business" 
112 
5.3 The Dynamic Relationship among Three Parties 
The involvement of service-recipients in the work process replaces the two-way 
struggle between management and labor with a triangular pattern of shifting 
allegiances and interests among workers, managers, and customers (Leidner 1993:41). 
The three parties are sometimes partly aligned and sometimes partly in conflict 
according to their own interests. 
From the perspective of management, though they have encouraged the CRs 
with a winning attitude, trained them the relevant skills of the job and even push them 
to take on the responsibility to manage the district well, as the CRs’ supervisor, 
management should still know how everything is going, how the CRs perform the 
interaction. 
One thing which quite worries management is that with the relationship between 
the CRs and customers is better and better, the CRs would get the order much easily. 
Then will the CRs still keep on visiting all the customers every day and do the 
merchandising work? Will they slack off? 
Aiming at this, the CRs' closest supervisor~TDS would occasionally follow the 
CRs to “go line", sometimes inform the CRs aforehand, sometimes not. As Jerry's 
words show: 
“I will mostly inform my CRs in the morning that I will follow his/her 
line. I won't let them feel that I would inspect how they work, they are 
my CRs anyway. But in fact, they would feel stressful and still treat it as 
a check. In addition, when I realize someone in my team is not so 
passionate on the work, I will perform the real inspect. For example, I 
follow him ten stores, then I said to him: ‘ok, I will go, keep on your 
work.' Then after around half an hour we would meet somewhere again, 
then I will say: 'Alright, let's go back to the stores when you go line 
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alone, let's see how you perform the work.' . . . I t works, the information 
I want to deliver to them is “always do the work just like I am there with 
you”. 
In addition, there is a special department of Earnest that will aperiodically send 
people out to check the merchandising job, especially the products display in the 
cooler, of the CRs. 
As a matter of fact, in the interactive service work, managers' control on the 
worker is legitimate, but remote; on the other hand, customers have great degree of 
immediate influence on the workers' job. (Rafaeli 1989: 247) Thus, managers would 
think about joining in a league with customers to control the workers. I asked Jerry 
whether he would directly ask the store owners about the CRs' performance: 
“I won't, be honest, even though I ask, they would not surely tell me the 
truth, anyway. The owners have a much closer relationship with the CRs, 
why should they tell me the truth, it's not advantageous for them. Hence, 
I will observe, whether the CR has been there, it's obvious. And 
sometimes if I am not out, I would give the customers a call, and I will 
say: 'I asked the CR to bring you a gift, have you received that?’ Under 
this situation, they might tell me the truth. But I seldom use this strategy, 
because when I ask this then I have to give the customer a gift next time, 
otherwise it will ruin the company reputation." 
Thus we see，although mangers are highly interested in associating with 
customers to control the CRs, work, it seems customers are not willing to collaborate, 
in the contest between the CRs and managers, customers distinctly lean more to the 
CRs, not only because the CRs are physically closer to the customers, but also as it's 
the CRs whom customers can get benefit from. There is no need for customers to 
have the alignment with the managers. And for the "go line" check issue, there is a 
story I observed to interpret customers' attitude on that: 
One day, when I was conducting the interview with a grocery owner, a 
manager from some other drink company came and asked the store 
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owner whether the CR had been there. The owner gave him a positive 
answer and continued to talk with me. And then that manager entered 
the store and began to do his checking and merchandising work. 
However, after about five minutes, that CR really came and joined in the 
merchandising work with his manager... 
What happened clearly shows that customer was lying. The CR didn't come until 
the manager came. But why the owner did that, why he was willing to protect the CR: 
“Be honest, it's hard for them (CRs) to find a job and earn money, and 
we are getting along well, to protect the CRs is no loss for me, so why 
not?” 
Later I asked for Earnest CRs，idea about that, and Carter said: 
Carter: Be honest, we never actively ask the store owners to lie for us. 
But they know what to do, as we help them a lot, they also want to keep 
a good guanxi with us, to betray us has no benefit for them at all. They 
are rational businessmen, they only care about the profit! 
Fang: Then you mean you do not go line sometimes? 
Carter: To be frank with you, the CRs seldom keep on visiting forty 
stores per day, you know, the sales of some stores is very small, they are 
incapable of giving order once a week, then why should I go there every 
week? But we will go most of the stores anyway. 
Fang: Then what will you do for the spare time? 
Carter: I am not going to all the stores, but I will still spend time on the 
work, like helping the store owner to apply for a cooler, chatting with 
them, etc. And I think another reason why we can't finish going all the 
stores is that it costs us plenty of time to build guanxi with customers, 
the company assigns forty stores for our daily work, as it suggests us to 
stay in every store in around ten minutes only, but if I want to chat with 
him, to find out his needs, to build guanxi with him, ten minutes is 
definitely not enough. So if I spend too much time in one store, then no 
time for others. 
On this point, the CRs and customers naturally shake the hand, as for the CRs, 
they need authority to arrange the working time freely, thus they can accomplish the 
significant taskbuilding guanxi with customer. With it, the CRs can both finish 
their work easily and get the upper hand during the interaction. At the same time, for 
customers, to protect the CRs can be a means for them to carry out the commitment 
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on the guanxi with the CRs, and to maintain the profit in the long run, in customers' 
mind, it's unnecessary to cooperate with strangers (management of Earnest company). 
Actually not only the “go line" issue, for how to order, how many to order, CRs 
also have their own way to carry it out. According to the company, the CRs should try 
to persuade customers to order as much as they could. Since the CRs visit the store 
only once a week, so Earnest requires CRs to convince customers to order the 
maximum sales volume they need for a week. But the CRs have their own 
calculation: 
“As I would have a long term cooperation with customers, so I will think 
about customers' actual selling ability to decide how many boxes they 
should order. I don't want them to complaint to me that they haven't sold 
out large quantity of products bought from me last week. What's more, 
as long as the customers realize that I dump goods to them, they will not 
trust me, it ruins our guanxi." 
Lily told me her worries candidly. In fact, rather than dumping the goods, the 
CRs would sometimes even dissuade confounded customers not to order too many: 
“You have enough products on this S.K.U, you can order next week." As CRs 
explained to me: 
"Although it seems I lost some boxes of sales this week, it's totally 
worthwhile, as the customers would feel I care about their profits. They 
would fully trust me, it's good for our guanxi and I can win the orders 
smoothly in the long run." 
In fact, in order to keep the interaction more smoothly, the CRs modify quite a 
few parts of the company policy without permission, such like try to interact with 
customers as an independent individual rather than the representative of Earnest, 
giving the free gifts to customers on behalf of the relationship rather than the sales 
promotion. In these processes, customers exhibit their interests and supports, thus 
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naturally united with the CRs and alienate with management of Earnest. 
For the cases above, according to the CRs，and customers' matching interests 
and profits, they truly have a league together, at the same time, there is still some 
other situation, in which, CRs strategically pretend to be with customers, but actually 
they don't. For instance, when the customers rent the cooler from Earnest, the two 
parties sign a contract on which it clearly shows that customers should 100% display 
Earnest's products, otherwise the cooler would be drawn away. However, due to 
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various reasons , customers rarely obey this rule, and only use half or less space to 
put the Earnest drink. As the cooler display is an important indicator to show the 
CRs’ performance, so for some CRs they would tirelessly require the customers to put 
more drinks in the cooler or just do it themselves, for some others they construct 
some other methods, they would tell customer: 
“Actually there is no impact on me whether you would display the 
drinks in the cooler more and better, but you know what, the company 
would frequently send people out to check the display, and they don't 
wear the company suit, which can't be distinguished from others. And if 
you don't display well, they will really take your cooler away. To me, I 
also hope the cooler could be put here, in my district and it's convenient 
for you, but if they want to take it away, as a little potato, I can hardly do 
anything for you, so I suggest you'd better display the drink according to 
the contract ” 
The CRs pass the buck to the company, which is far and unspecific to 
customers, they use an alternative to require customers to better display the products. 
According to the CRs, some customers never listen to the formal request from the 
CRs, but this method works quite well to all. And what's more important is it doesn't 
Some customers only have one cooler, some don't have enough Earnest products to display... so to use the 
space reasonably, most of the customers put other drinks in Earnest cooler. 
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have any negative impact on the uneasily built guanxi with customers. This is a fake 
alignment, actually even if the company send people out to check the cooler 
occasionally, the CRs still have high determination power on whether the cooler 
should still be put in the store or not, as it's that CR's district. However, the CRs shift 
off the responsibility and disguise to be with customers on the surface, as they are 
thinking about how to control the customers more smartly. 
At the same time, if the CRs always shift off the responsibility to the company, 
how does management feed back on that, In terms of Charles' point of view: 
“We know what's going on out side. We fully understand that our CRs 
break some of the company policies and shift off the responsibility 
sometimes. Firstly, so far we don't see ill influence, no customers show 
their dissatisfaction on us, and secondly, what the CRs are doing now 
boost company's total growth, our sales increases, market share enlarges, 
and be honest, we don't have any alternatives to stop and substitute it, 
so... 
He did not finish his talk, instead he gave me a ticked expression. Actually 
although the CRs disobey some policies of the company, it is not kind of resistance. 
The CRs use their own way to find out a proper way to achieve the goal and increase 
the efficiency. In addition, when the CRs build guanxi with customers, they still used 
a lot of techniques which were taught by the company, such as give a professional 
opinion on the drink selling to the customers. It distinguishes a huge difference 
between the Earnest CRs and the CRs of other companies. It seems that management 
is tolerant of the CRs' behavior, as with that, the CRs get the order, keep good guanxi 
with customers, and have great influence on them. Howsoever, managers ultimately 
aim to influence customers, using workers as a means to that end. (Macdonald & 
Siriannil996:5). And actually what managers have trained the CRs is how to be a 
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principal of that district, how to control the customers well, thus they allow the CRs 
to be superficially closer with customers, aiming at control the customers more 
thoroughly. Furthermore, if the customers are well trained and managed, they would 
help the company to promote the drink also, for both the CRs and themselves�* Thus 
though only one CR is recruited, two hundred "involuntary unpaid labors" (Glazer 
1984) are attached, and the productivity is increased by customers (Lovelock and 
Young 1979) 
As a matter of fact, the guanxi concept and all the related skills are pursued by 
the CRs themselves rather than taught by the company. It is originally based on the 
CRs' own interest~to long term smooth the work, to control the customers more 
firmly. The company requires them to be a principal of the assigned district, so the 
CRs devise a most effective and efficient way in their mind to be more qualified as a 
district principal. Thus as long as the CRs hold good personal relationship with 
customers, they are more confident to put forward different requirements, as the 
customers would mostly cooperate based on "good guanxi". 
As Leidner (1996) argued: how the interests of service recipients, workers, and 
management are balanced must be an empirical question (Pp: 39). In this case, since 
the guanxi between the CRs and customers is an uppermost factor for the CRs，work, 
if the guanxi is good, not only the order getting is no problem, but customers would 
be well controlled. As both the CRs and management get benefit when the CRs 
maintain the upper hand in interaction.(Leidner 1996:43), therefore, in order to 
34 The grocery store owners would actively encourage the consumers to try some new taste of Earnest products 
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achieve this ultimate goal, managers careftilly deal with their position in this 
triangular game, connive the CRs to be superficial friends of customers. Since 
whatever happens, the relationship between the CRs and customers can't be ruined, as 
that's the groundwork of company's growth and development. Thus, in this case, the 
triangular relationship can be simplified as a onefold relationship^the guanxi 
between CRs and customers, because compared with this relationship, others are less 
important and seems to be a serving for that relationship only. 
To sum up, because the CRs should keep on a long term interaction with the 
customers—businessmen, so they choose an effective method themselves to interact 
with customers: instrumentally build personal relationship with customers before 
selling, since as long as the relationship is built, customers would self-consciously 
listen to the CRs and give order to them. At the same time, in order to consider the 
overall situation, managers silently support the CRs, behavior, though some company 
policies have been broken as the cost of that. 
In the next chapter, I will look into the internal world of the CRs', when they 
superficially do all these things to build the guanxi with customer, what they feel 
inside and how do they look on their own behavior. 
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Chapter 6. Emotion: the Instrument of Work 
In the last chapter, I have concluded that the CRs cognitively build the personal 
relationship with the customers, aiming to gain more power during the selling 
interaction and control the customers ultimately. 
As the CRs spend most of their working time with the customers, thus no matter 
the selling or relationship building, what they pay out is clearly not the time and 
strength only, but the mood, thought, feeling, attitude, emotion, etc,. The CRs perform 
what Hochschild (1983) termed “emotional labor”，in which workers' soul is 
deliberately involved. So what kind of acting do the CRs perform in their long term 
interaction with the customers, do they superficially represent the emotions only or 
substantially change their own inner feeling? And are there any “emotional rules" 
(Hochschild 1983) put forward by management that the CRs have to follow when 
they are out to conduct the interaction? The fragmented structure of soft drink 
industry decides the hardship of the CRs, work, as grocery owners have so many 
choices, they can sell Earnest or any other drinks, and the profit for them is nearly the 
same. So does the emotional labor help the CRs to implement the task, optimize the 
quality of service, thus enhance their emotional well-being and increase job 
satisfaction? Or contrarily, it increases their risks of emotional problem? In addition, I 
will also examine the detail emotions that the CRs apply. And I argue that as the 
interaction is long term and repeated, the CRs will apply different emotions towards 
various customers and situations. 
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6.1 Surface Acting VS Deep Acting 
As I have introduced in the literature review, the emotional labor is performed 
through surface and deep acting. In the first way, people try to change how they 
outwardly appear, and according to the observation of Erving GofFman (1959), the 
action is the body language, the put-on sneer, the posed shrug, the controlled sigh. For 
the other way, the display is a natural result of working on feeling; the actor does not 
try to seem happy or sad but rather expresses spontaneously, as the Russian director 
Constantin Stanislavski (1965) urged, a real feeling that has been self-induced. 
(Hochschild 1983:35) 
The Earnest CRs meet with the customers once a week. According to my 
observation, they always deliver a good cheer, be friendly and courteous every time 
they pay the visit, for some CRs they even begin to warmly call out the store owner's 
name even though there are still several steps to arrive. So other than impressed by 
their perseverance, I quite doubt the spontaneity and authenticity of these 
performances. Are they real, do the CRs exactly feel like that? Carter gave me a firm 
negative answer: 
"Though I smile to them all the time, I feel annoyed actually, and want 
to finish the boring conversation with them as soon as possible. To smile 
is only for job, as I am working right now, it's nothing to do with the real 
feeling." 
Carter's words pointed out the nature of the CRs' outward expression right off, 
"the expression on the face or the posture of the body is only ‘put on,, it's not 'part of 
people，，’ (Hochschild 1983:36). And my field notes recorded an event of Martin 
which can explain this issue further: 
122 
One day, when Martin and I went to a grocery store, it seemed the owner 
was a little bit upset, then just before we greeted him, he queried Martin: 
‘ why the next store owner got a clock which I didn't, I ordered so many 
drinks from you every week, how can you treat me like this?' Martin 
explained: 'The reason he got the clock is because he ordered ten boxes 
last week at one blow, and the clock is a promotion gift.，'Anyway, I 
support your work always, you seldom give me gifts ” The owner got a 
little quiet compared with before. ‘Alright，how about you order five 
boxes today, and I would bring you a beautiful umbrella next week?' 
Martin directly uses the gift to calm the owner down. 'Five boxes? Ok, 
but you should keep your promise. ’ The owner kept on aggressive. 'No 
problem, you know, the promotion period is over, but I will give that gift 
to you on my own... let's have a joyful cooperation. All right, see you 
next week!' 
As soon as we were out of the store, Martin angrily shouted: “I hate him, 
I hate him, knowing nothing but bargaining, the foolish, snobbish 
businessman..." ("But you smiled to him all the time?") "Otherwise 
how can I build guanxi with him? How can I train him the habit to order 
from me only? That's an occupational smile, a survival tool, I clearly 
realize that!"... 
Though the CRs feel bored to interact with the customers, the ordering power is 
under controlled of the customers, thus, no matter how unwilling they are, they have 
to hide boredom, disgust, hate... all the negative but natural feeling, and at the same 
time perform fake cheer, warmth, patience to please their customers. In other words, 
the CRs comply outwardly with the requirements of the customers, but are free to 
think their own thoughts, which might include inwardly cursing customers (Leidner 
1999: 85). That's a surface acting, to disguise what they feel, and pretend to behave 
what they do not. And in the acting, the body, not the soul, is the main tool of the 
trade. Like Hochschild (1983) puts it straightforwardly: "The actor's body evokes 
passion in the audience's soul, but the actor is only acting as if he had feeling. (Pp: 33, 
37) 
According to the CRs, in most cases, to communicate with the customers is quite 
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boring, since what the customers concern a lot is always gift, promotion, price... 
something related to their profit, what's worse, they usually are uneasy to give up. So 
the CRs have to endure customers' annoyance, conceal their own impatience, 
pretending to be nice and friendly, to answer and explain all the questions or 
requirements customers put forward over and over again. 
Furthermore, generally speaking, the emotional labors are viewed as an actor 
performing on stage for an often discriminating audience (GofFman 1959), customers 
would not only create difficulties when they are not satisfied ( Leidner 1999:83), but 
also to be angry for no particular reason or even feel free to unleash their bad moods 
on workers ( Leidner 1996:41). Earnest CRs would certainly get these treatments as 
well. Priscilla gave me her example: 
"When I just got this job, whenever I got discrimination or insult, I felt 
extremely upset. I remember once a customer abused me loudly just 
because I wanted to better display the drinks in his cooler. You know 
what, I cried right away, I put down my bag on the street and sitting 
there crying...That day when I back to office, the TDS and other CRs 
comforted me a lot, 'we do the service work, it's unavoidable, you 
should get used to it and put up with it, that’ work...' I always clearly 
remember these words, and as time goes by, these bad treatments are no 
longer a surprise to me and make me sad any more, now I can handle it 
well. In fact, I still meet with disrespect, scorn, anger occasionally, and I 
would talk to myself: 'it's nothing, just work, calm down, calm down... ’ 
then my anger and grievance really gone, and I can have an ordinary 
mood to visit my next customer." 
"Why not just abuse him back, he discriminates you!" 
"Then what will be after the abuse? This is my district, he is my 
customers, if I abuse back, then our relationship is totally mined, I don't 
want to lose this customers, I don't want to lose his order, it affects my 
work performance!" 
Priscilla naturally felt angry and sad by reason of customers' rude, however, in 
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order to keep the work going on, to maintain the relationship with customers, she 
totally gave up resistance, the response that most common people would have, but 
voluntarily suppressed her anger and resentment. However, as anger is an especially 
difficult emotion to conceal from others (Ekman 1985), thus the CRs have to 
convince themselves really get away from anger inwardly, then perform it outwardly. 
In this situation, the acting involves deceiving oneself as much as deceiving others, 
which is termed as deep acting (Hochschild 1983). By taking over the levers of 
feeling production, by pretending deeply, Priscilla alters herself. 
In fact, through the previous ethnography researches, emotional labors usually 
apply various psychic strategies that undercut their resentment or at least help them to 
control the impulses to express it. For example, when flight attendants encounter 
behavior they would not tolerate, they would imagine that the obnoxious passenger is 
probably afraid to fly and is deserving of sympathy (or, in extreme cases, to remind 
themselves that they do not have to go home with the jerk) ( Hochschild 1983:25). 
Furthermore, a legendary training session at Harvard counseled clerical workers upset 
at angry students' rebukes to “think of yourself as a trash can. Take everyone's little 
bits of anger all day, put it inside you, and at the end of the day, just pour it in the 
dump St er on your way out the door." (Macdonald& Sirianni 1996: 17). Employees are 
supposed to reduce the seriousness of the encounters they meet with, and to simply 
treat them as an inescapable part of work. 
The relationship based interaction is figured out by the CRs themselves, in 
addition, what they want is a personal and long term relationship. So a lot of personal 
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resources are used according to different situations, such as time, money, or even the 
feeling and emotion. Thus, in order to build a relationship and open the market, the 
CRs are weak-spirited in most cases, when they meet with customers' abuse and 
humiliation. As the tolerance of bad treatment is also a way to touch the customers 
and approach to a nice relationship 
Hochschild (1983) contends: “Sometimes we try to stir up a feeling we wish we 
had, and at other times we try to block or weaken a feeling we wish we did not have." 
Although the service workers daily encounter behavior that angers, insults or 
exasperates them (Leidner 1999: 88), they are reminded that their jobs depend on not 
antagonizing customers (Hochschild 1983; Leidner 1993). So to cultivate and keep 
that habit, deep acting is required. The purpose of deep acting is not to influence the 
audience, as in surface acting, but to help convince the person doing deep acting that 
the if events are really happening ( Hochschild 1983: 42). Some the Earnest CRs 
would comfort themselves as “the grocery owner meets with dozens of salesmen 
everyday, it's boring and disturbing for him, hence, it's understandable for him to 
have a bad mood, and getting snippy. In fact, if I were him, probably I would also 
abuse the CRs due to any reasons." Actually after the CRs get several more times of 
bad treatment, they would believe in the excuses made up by themselves, and are 
accustomed to customers' abuse, anger, insult... "We just can't hear that!" From 
grievance to calmness, the CRs transform themselves successfully. 
Thus we can see, when the CRs interact with customers, both surface and deep 
acting are required. When the CRs normally communicate with customers, especially 
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during the guanxi building period, they would mostly apply the surface acting. Just as 
I discuss in the last chapter, the routine visit, gifts, praise...anything they do for the 
customers are purposefully for guanxi building, and the emotions can be an accessory 
for that. The CRs deliberately involve their personal emotions into the work, in order 
to get closer to the customers, and let customers accept them more quickly. Thus, no 
matter the smile face, cheerfiil intonation or the friendly attitude, the CRs cognitively 
know: "they are fake!" At the same time, when the CRs deal with customers' 
negative treatment on them, due to the natural psychological response, they can't only 
disguise their true feelings outwardly, like surface acting. On the contrary, they have 
to firstly convince themselves to adjust to a proper attitude, to exhibit it, then they 
would have the power to persuade others to believe that. When the CRs convince 
themselves, their own inner feelings actually change. 
At the same time, according to the literature, the employers of interactive service 
work generally take a direct interest in more aspects of the workers' self than do 
employers of other kinds of work (Leidner 1999:83), employee's looks, words, 
personalities, feelings, thoughts, and attitudes may all be treated by employers as 
legitimate targets of intervention (Leidner 1996; 30). In Earnest, rather than directly 
require the CRs to always keep a professional smile, like the management of Delta 
Airlines do (Hochschild 1983), the employers are more interested in thoroughly 
change the personality and attitude of the CRs. Thus, soon after the CRs joined in the 
company, employers would organize a training named “winning attitude", which 
encourages the CRs to always keep an active attitude and think about the bright side 
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of whatever happens. In the mean time, other than teaching the CRs every small part 
of the work, the employers cultivate the CRs to take on the responsibility to manage 
the district well, but the substantial interaction method is up to the CRs themselves. 
Therefore, the localized concept—guanxi came into being. In fact, when the two 
goals of management have achieved, the CRs would not only lay themselves out to 
work on the assigned district (as they treat their own duty to do that), but long term 
keep the passion on the work (as they think the attitude is the determinant factor for 
their success) as well. Therefore the company would leave more autonomy for the 
CRs to freely exert their individual sources, including feeling and emotion, rather 
than strictly set up some display rule (Ekman 1973) or feeling rule ( Hochschild 
1983), since the transformed attitude inside the company would extend the effect to 
outside as well. 
According to the interview with Earnest management, just like the concept of 
guanxi, management does not specially stress on it, but it is still widely used and 
spreaded, so do the accessory of guanxi building and maintaining—CRs，personal 
emotions. As the CRs are situated at the organization-customer interface and 
represent the organization to customer (Ashforth & Humphrey 1993: 90). 
Management do require the CRs to keep cordial and friendly when interacting with 
customers to safeguard the professionalism and reputation of the company, but the 
detail expression, intonation, gesture, feeling... are not so strictly arranged, they are 
up to the CRs. When the CRs consider the importance of the personal relationship 
with customers, they would use up all the available sources, including their own 
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emotions. Furthermore, they would also decide how to use the emotions base on 
different customers and situations. 
Meanwhile, although the company doesn't provide formal training about guanxi 
building and emotion usage on the job, the CRs share the experience themselves. For 
several morning or after sessions I attend, the TDS, both Jerry and Johnny asked the 
CRs to introduce their successful experience to other colleagues. As my field notes 
record: 
Dang, a three year CR, a month later he would get promoted and leave 
his team. So before he leaves, Jerry asks him to share his valuable 
experience with others. He sums up some hints and emphasizes two key 
points of communication with customers: always keep a tone that is 
beneficial for the customers and imitate customers' intonation, voice, 
speaking speed, gesture... ‘As people like themselves the best, so try to 
be that person...‘ 
The CRs voluntarily use the emotions on the work, as they know it would assist 
them to build and solid the relationship with the customers. Actually through their 
long time practical experience, if the CRs can share a good relation with customers, 
customers would give the orders to the CRs on their own initiative, in the CRs word: 
"the customers are well controlled." Similarly, Leidner (1999) believes that the 
emotional labor is the means by which workers try to control the behavior of 
potentially trouble service recipients. 
Therefore, no matter the smiles keeping—surface acting or the insults 
swallowing—deep acting, the CRs freely perform the skills in order to be an 
employable principal of the district, “ to be the best!" as the company always claims. 
When surface and deep acting are used in the commercial setting, it is not a resource 
to be used for the purposes of art, as in drama, or for the purposes of self-discovery, 
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as in therapy, or for the pursuit of fulfillment, as in everyday life. It's a resource to be 
used to make money (Hochschild 1983: 55). The CRs invest their emotions on the job, 
then what will they gain? At the same time, what should they pay as a cost of that? 
6.2 The Functions and Dysfunctions of Emotional Labor 
Functions 
As Rafaeli & Sutton (1989) believe that the expression of emotion facilitates 
task accomplishment if it's perceived by the target as more or less sincere. Given the 
dynamic and emergent nature of many service encounters, emotional labor provides a 
critical means of regulating interaction. Whyte (1973) discussed how waitresses 
smoothly guided interactions with patrons through such expressive means as facial 
expression, posture and tone of voice. 
A happy "Good Morning" or "Good afternoon" followed by friendly, attentive 
treatment together with constant gifts, will make the CRs prominent from the 
salesmen of other companies and the else sub-wholesalers. As a matter of fact, the 
grocery owners have got used to the ways that numerous CRs purposefully want to 
build the relationship with them, and they take all the apple-polish for granted, if 
someone whose emotions are not devoted into the interaction and just seriously talk 
about the business with them, except the CRs could provide extremely attractive price, 
otherwise the grocery owners would not accept them, as one owner claimed "it's not 
fiin to do business with them!" The grocery owners are willing to accept Earnest CR, 
give order to them as well as listen to their advices are based on a good relationship. 
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The emotions both smooth and accelerate the CRs' work. In other words, the 
satisfactory completion of work tasks frequently cannot be distinguished from the 
emotional quality of interactions (Leidner 1999: 84), like the pediatrician who does 
not express warmth and empathy may lose clients and a lawyer who is cold and 
abrupt may alienate juries, hence losing his or her share of the damages awarded 
(Rafaeli & Sutton 1987:31). The CRs find out an appropriate and effective way to 
interact with the customers: build a solid relationship before selling. Actually when 
the CRs figure out the applicable methods to build the guanxi, no matter the joke, 
praise, gift giving... all of them are inseperated from the emotions, a cheerful mood 
and friendly attitude are the foundations for all the things they do which is aiming at a 
good personal relationship. 
Meanwhile, Wharton (1993) states emotional labor is positively related to job 
satisfaction. Though the most private part一emotion is used in the work, the CRs 
could both meet customers' needs and much easily accomplish the task. According to 
Sellers (1990), the cycle of good service is: customer satisfaction~low customer 
turnover —high profit margins一employee satisfaction~low employee 
turnover一customer satisfaction (again). At the same time, as the stand or fall of the 
CRs’ interaction directly related to their career performance, income, self fulfillment 
and "face" in front of salesmen of other companies. Thus to perform the interaction 
smartly and efficiently is significant to the CRs, although the personal emotions are 
involved, they treat it as worthwhile. As they could easy the job and get praise, money, 
promotion... afterwards. If without the individual emotions investment, the CRs could 
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hardly gain a solid relationship with the customers, needless to say the trust and 
cooperation, it would block their work. So just like the CR, Alan argued: "If I can get 
the order, all the anger, grievance, boredom disappear!" 
And if we think wider, from the organizational level, the CRs’ emotion boost 
company's business development with an approximately 15% increase per year, and 
the market share also continually increase. Besides, the CRs make Earnest drinks 
widely be available, which is advantageous to build up ultimate consumers' loyalty 
on Earnest. In addition, the friendly and warm image the CRs convey redounds to 
enhance Earnest's reputation, making it more professional. The last but not the least 
important is, the CRs serve as usefiil buffers who protect management from customer 
dissatisfaction (Leidner 1996: 41) (say, the company is out of the promotion gift). 
Through the CRs，flexible and skillful management, the limited company resources 
exert maximum effect and the strict cooler display rules have also been well 
implemented. 
Therefore, the emotional labor is quite effective, not only from the individual 
level, for CRs，work, but also from the organizational level, for the prosperity of 
company business. 
Dysfunctions 
Emotional labor is a double-edged sword, when we enjoy the benefit it provides, 
the underlying system of recompense raises the question of what the cost of it is 
(Hochschild 1983:12) 
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Firstly, although the CRs are bored of grocery owners' voluble talking about 
promotion, gifts, price, they have to keep on patient and cordial dealing still. There is 
a discrepancy between what is expected and what is experienced (Ashforth & 
Humphrey 1993:97), and Hochschild (1983) have a term for this phenomenon: 
emotive dissonance (Pp: 90). The dissonance may cause the individual to feel false 
and hypocritical. Loseke and Cahill (1986) described such a dilemma encountered by 
social work students: “Their helping role often necessitated that they mask their 
feeling from clients, and yet they experienced this masking as fraudulent and as an 
indication that they were not bona fide social workers." The Earnest CRs have a 
similar feeling: 
“I feel disgusting myself to call the grocery owners 'aunt', 'uncle' and 
flirting with some young female customers sometimes. But I have no 
other choices, these are necessary!" 
Martin brought out his true feeling on customers service, his inner feeling 
clashed with displayed emotions, there is a gap between those two, thus makes him 
always under great pressure (Sutton 1991:265) 
Furthermore, since the customers could be obnoxious sometimes, but the service 
workers should swallow their pride and suppress any annoyance they might feel, and 
the "Ten Commandments of Service" studied by window workers even preached, 
"The customer is not someone to argue with or match wits with" (Leidner 1996:34). 
The customers are always right and that the role of the server is to be deferent in 
serving, even if the customer's demands are unreasonable and demeanor abusive 
(Macdonald & Sirkimi 1996:16). 
For Earnest CRs, their fate is the same. The CRs would occasionally encounter 
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customers' discrimination (“go away, Mr. selling, you disturb me!")； abuse ("don't 
touch my cooler, I would display the drinks back as soon as you leave") and rude 
refiisal ("come with gifts, otherwise you are not welcomed")... However, in the CRs’ 
mind: “the customers are important, we not only have to suppress our anger, but to 
affably build the relationship with them, if we don't have this attitude, nothing can be 
done on the job!" 
As the CRs actively want to build the relationship with the customers to easy the 
job in a long run, so just as themselves claim “they would do anything they can” to 
accomplish that. In that sense, the angry suppress, abuse tolerance. ..are also essential, 
since those are requirement for a relationship building, thus also a necessity for a job. 
Whereas a separation of display and feeling is hard to keep up over long periods, 
and when display is required by the job, it is usually feeling that has to change 
(Hochschild 1983:90). Thus when the CRs constrainedly change their feeling, another 
cost engenders. 
Secondly, the more the CRs get bad treatments, the more times they suppress 
their angers, therefore finally they "have got used to it, and feel nothing on that." It 
may also be experienced as a sense of "emotional numbness" or a loss of access to 
one's feelings (Hochschild 1983:188) As the case I put forward before, the CRs do 
feel angry and grievant when they gain humiliation from the customer, but as time 
goes by, the feeling becomes weaker and weaker (it's covered by all the heavy 
excuses CRs think up themselves), thus eventually the CRs can't feel any 
discontentment, and just consider all the bad treatment as the unavoidable part of 
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work. What's worse, if this situation keeps long, the feelings CRs lose is not only 
anger. As I once asked a CR whether she feels happy to chat with her customer, she 
shrugged off and replied: "It's just daily work, I don't have any particular feeling!" 
Whatsoever, the human faculty of feeling still “belongs” to the worker who suffers 
burnout, but the worker may grow accustomed to a dimming or numbing of inner 
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signals . And when we lose access to feeling, we lose a central means of interpreting 
the world around us (Hochschild 1983 :188). 
Thirdly, performance of emotional labor may also result in feeling of 
inauthenticity or a sense of estrangement from one's emotions and self. Workers 
whose jobs require them to monitor their emotions constantly thus may pay a price in 
terms of their capacity to distinguish their “real，’ selves from their "on-stage" selves 
(Hochschild 1983:184). In Hochschild's (1983) words, “the self we define as ‘real’ is 
pushed further and further into a corner as more and more of its expressions are 
sensed as artifice" (Pp: 183). And my field notes record this: 
I knew Johnny, a TDS of Adventure office, middle district of Shenzhen 
Earnest three years ago when we were both trainee of the company. At 
that time he was an introverted person, who didn't speak a lot. During 
the past three years, as we were in two different cities, we lost the 
connection with each other. Now when I talked to him again in my field 
work, I was so surprised that he became totally passionate, confident, 
and always has a lot to say no matter in the interview or the group 
function. How comes, the guy standing in front of me is completely 
different from the Johnny I knew three years ago! “I think it's because of 
my job, I have to talk with my customers every day, to serve them, to 
answer all the tough questions they put forward to me, you know. Then I 
develop that habit even though I am off the work, probably I've changed 
my personality!" 
35 Christina Maslach interviewed burnout victims, who told her such things as: “I don't care anymore. I don't have 
any feelings left. I have nothing left to give, I am drained. I am exhausted. I am burned out." For further work on 
burnout, see Maslach (1978a, 1978b, 1978c, 1979) 
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On the job, in order to accomplish the task well, the introverted Johnny 
motivated himself to act in an extroverted manner, as time goes by, he blurs the 
distinction between his “natural，’ and "on-the-job" selves. This blurring robs emotions 
of workers' authenticity and, more importantly, of their important signaling function. 
(Hochschild 1983). And as one prostitute stated: “In order to continue, I had to turn 
myself off. I had to disassociate who I was from what I was doing...[But] I found I 
couldn't turn myself back on when I finished working" (Terkel 1974: 96).Therefore, 
as Wharton (1996) stressed: inauthenticity reflects a chronic inability to feel whole 
(Pp:94). 
Whenever I have a free chat with the CRs or the CRs themselves chatting, it 
seems the topic is always around selling, drinks, market trend... it's hard to break 
away from work. Just like what the CRs complaint themselves: “No matter on or off 
job, it's always Earnest, no private life and space!" 
The CRs' work largely exhaust time, energy and emotion, “I have nightmares 
sometimes, a lot of customers are abusing me, it's terrible, isn't it? Winnie 
unbosomed her worry to me, and she supplemented: "They have this phenomenon too, 
especially when we just began the job, we share that between times ” In addition, Leo 
found himself become bilious after he got this job, and quarreled with his wife always: 
“I feel spiritual exhausted when I am back home, and very easy to get angry even for 
tiny things...I think I burst out all my angers being overstocked during the work, and 
I feel very sorry for my wife actually." What's more, human service workers often 
^^The things that arouse the CRs' interests about Hong Kong are always: what is the drink selling system, which 
brand is most popular, how Earnest does the promotion, etc. 
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become emotionally exhausted by their ongoing attempts to provide care and support 
for needy people (Maslach 1982). Exhausted workers report that, despite their best 
efforts, they are simply unable to give any more for themselves (Ashforth & 
Humphrey 1993:105). 
The original most private part of human being——emotion, now is invested in the 
job, and what more astonishing is, as long as the emotions are used for “strangers，’，it 
seems there is less and less room for self and people around them. The loss of 
autonomy, the requirement to behave like someone the worker does not want to be, 
the sense of indignity, the depersonalization, and the inauthenticity that many 
interactive service workers suffer can be painful and stressM ( Leidner 1999:93). 
As a matter of fact, the stress on them is much stronger and longer than other 
service workers, for instance the flight attendant (Hochschild 1983), McDonald's 
service counter (Leidner 1993). The short term or instantaneous interaction nature let 
the service workers always keep the hope and wait for new opportunity to develop 
their work. In any case, even though they offend one customer, hundreds of thousands 
of new customers would come later, it has little or none effect on their total work 
performance. On the contrary, the CRs are assigned to work in a fixed area, they meet 
with the customers weekly, and their total performance is staked on the area, the 
settled and limited customers, they can't undertake losing any customers. Thus it's 
hard for the CRs to get rid of the pressure to manage all the customers even though 
they are off the work. 
When people's face separate with their soul, people will become disingenuous, 
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fainthearted, blunt, and don't know what they really want, thus, “when the 
transmutation of the private use of feeling is successfully accomplished—when we 
succeed in lending our feelings to the organizational engineers of worker-customer 
relations-we may pay a cost in how we hear our feelings and a cost in what, for better 
or worse, they tell us about ourselves (Hochschild 1983:21). 
In balance, the emotion is an effective instrument for employees' work and the 
whole business of the organization. In fact, when the CRs actively choose to build the 
relationship with the customers as a tool to easy the job, they have already clearly 
known that the private emotions are inescapable from the work, thus in their mind, 
the emotions are only of the resources they can use to build the guanxi and it is worth 
of investing. However, in any case, the negative effect does occur on them insensibly, 
some CRs realize that, but they can do nothing more than that, since if they prefer to 
build the guanxi with customers to lubricate the interaction, then the private emotions 
seem hardly to avoid involving, as it's a radical instrument for the guanxi building. 
The dysfunctions of emotional labor could become evident in both the immediate 
manner and in a cumulative, long-term manner (Payne, Jick & Burke 1982), and the 
upshot is that, the service workers pay out the private emotions to optimize the work, 
which is beneficial for both the workers and organization, but the cost it accompanies 
is burdened by the workers only. In addition, compared to the functional effects, the 
dysfunctional effects are more likely to become apparent in the long run, and have 
more psychological damage on the worker him/her self. 
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6.3 The Emotions being Applied in the Work 
Some check-out clerks working at one chain of supermarkets are issued a 
handbook that command: 
You are the company's most effective representative. Your customers 
judge the entire company by your actions. A cheerful "Good Morning" 
and "Good Evening" followed by courteous, attentive treatment, and a 
sincere "Thank you , please come again" will send them away with a 
friendly feeling and a desire to return. A friendly smile is a must. 
(Czepiel, Solomon, & Surprenant 1985) 
The display of friendliness and good cheer are expected in an array of service 
occupations including flight attendants, servants and sales clerks (Rafaeli & Rutton 
1987: 23). To the Earnest CRs, the company requirement combined with their own 
understanding, they mostly perform a good cheer, warmly ingratiate the customers: 
playing chess with customers, chatting with them, carrying stuff for them, shopping 
with them...besides, Leo once waiting for his customer for more than two hours, 
Priscilla accompanies the sub-wholesalers to deliver the drinks to the new customers 
in the evening, Alan calls his customer two to three times when he is ill... the CRs 
catch every opportunity, try anything they can to please and move their customers. 
Furthermore, as Peter disclosed: 
"You know, usually the more important the customers are, the more 
outrageous they are. Well, they are important, they control a big sale or 
crucial location for merchandising, so no matter how rude they are, we 
have to endure and apple-polish them." 
As Rosci (1981) urged vendors to "Grin and Sell it" because "sales people profit 
by combining the principles of body language with professional selling skills (Pp: 
106). Rosci further described that the non-verbal signals such as "friendly, smiling, 
enthusiastic face, arms and hands that are relaxed and open" could enhance sales. 
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(Pp: 107). The Earnest CRs clearly understand that, therefore in order to get more 
sales orders, to build and keep good relationship with customers, and ultimately 
control them, CRs pay out a lot: from expression, language, action to feeling. 
Then, in the meantime, a question arises in my mind: is that all? Do the CRs also 
perform some other different emotions when interacting with customers? “Yes!” 
Martin gave me a positive answer: 
“We can't be blindly weak always, otherwise they would feel you are 
easy to be beaten. So we do perform flinty attitude sometimes. Like I 
kept on visiting a customer for several times, giving him gift, chatting 
with him, but he still didn't order from me. Then I got a little bit angry: 
“I don't promote rubbish to you, what I sell is the stuff which can help 
you to make large amount of money, then why not?" He became soft 
instead, and asked me the detail of each S.K.U, and from then on, he 
ordered from me. See, if I didn't seriously say that, he might still not my 
real customer now." 
"So if you define it as flinty, do you perform it often?" 
"No, that's impossible, as we initiate this cooperation, so be honest, the 
flinty attitude seldom happens, and can only be an aidanceto to stimulate 
customers, if we are always so aggressive, we would fail... 
During my fieldwork, I recorded this event: 
One day I went line with Leo, when we entered a grocery store, we saw 
an Earnest cooler standing there but with only few drinks inside, and I 
guess the display percentage is only around 20%. Leo seemed angry and 
said to the owner: "hey, why so few Earnest drinks in the cooler?" 
("Your manager wouldn't come to check, I just don't want to clean it up, 
it's too troublesome") "No, how do you know they won't come, the 
contract regulates 100%, but look at this... any way, the cooler is for 
Earnest drink, it can't be used like this!" ("Fine, I will reorder it soon, 
ok?") Leo nodded his head as a response, and after ordering we left that 
store... 
“Hey, you are cool!" I joked with him.( "Yes, there are too few drinks in 
the cooler") "But if you talk with him like this, you don't scare to ruin 
the relationship?" ("No, it won't, I always treat them very well, and for 
the cooler issue, they clearly know that they are in the wrong, and they 
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are quite avaricious, they don't want to lose the cooler, so in most cases 
they would cooperate ”）“I saw you look angry before.” ("Haha, actually 
I am not, these things happen all the time, we have already got used to it, 
I just pretended to be, to let him realize the ponderance of that.") “Ok, I 
see, that's pretty tricky, you pretend to be angry on the cooler issue, as 
you know they need it. But will you use this strategy to all of your 
customers? (“Oh, no, no way, firstly, this tactic could only be 
implemented on the cooler issue, as the cooler is a company asset, we 
have more capital to argue with customers. Secondly, it is only effective 
on some less important customers, the store location is not that good, so 
if they lose our cooler, there may be no cooler for them to use. However, 
for those key customers, ha, you know how many companies want to put 
the cooler in their store! We couldn't take that risk, we just couldn't 
afford it!”） 
And the conversation with Martin let me distinctively understand the applicability 
of the strong attitude they perform, just like what Alex concluded: “The tough attitude 
could only be performed on the cooler issue, to bluster them actually." But what 
surprised me a little bit is that the CRs also select the customers to perform this tactic, 
for the key customers, not only they master large quantity of sales and good location, 
but also they are popular among all the drink sellers. So it's not worthwhile for the 
CRs to take the risk to strongly require them to better display the drinks. Then in 
other words, when the CRs perform the strong tactic with less important customers to 
better display the cooler, there exists the possibility that the customers are unwilling 
to compromise, then the cooler might really be taken away to maintain the CRs’ 
authority, and probably the CRs would lose the customer because of that.... The CRs 
clearly know that, but they still do so with the expenses of small quantity of sales. 
"It's fine to us, we still have lots of big customers... ” 
I was quite surprised that there are so many considerations behind the usage of 
emotion, the CRs，emotions are not only consciously applied for the work, but 
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conditionally be selected as well. The CRs clearly know how their private emotions 
can best be exerted to cooperate the relationship building, thus help some to gain the 
dominant position in the interaction. 
The TDM, Steven explained this phenomenon to me from a more rational 
perspective: 
“I think selling is like negotiation，whether you could get an upperhand 
depends on how many jetons you have. Frankly speaking, the grocery 
store owners don't have the responsibility to cooperate with the CRs' 
work, thus in order to convince the customers, it's understandable for the 
CRs to use the soft skills. On the other hand, when the CRs own more 
jetons, like the cooler, they could apply a relatively tough method. The 
strong attitude is only used when customers wouldn't get profit until 
they cooperate with the CRs，work." 
Furthermore, besides cheer, anger, the CRs would sometimes playact pathetic in 
the work. Like Jacky, when he was still a CR, once after he listed out the altisonant 
reasons why the customers should better display the drinks, he added one more point: 
"In addition, we have good personal relationship, you know I am from a 
poor countryside, it's uneasy for me to get this job, if your cooler can't 
reach the standards, I would get criticism from management, and they 
would also deduct my salary, it's miserable...，’ 
According to Jacky, that artifice works, through the CRs' acting, they could win 
customers' sympathy as well as their cooperation. But when this emotion is 
performed, there is also a precondition: the relationship between the CR and customer 
is very good, thus, customers would care about the CR, and do something for them. 
In The Managed Heart (Hochschild 1983), flight attendants' smiles are required 
to be sincerely offered, as they are the biggest asset of company, which confidence 
that its planes will not crash, its reassurance that departures and arrivals will be on 
time, its welcome and its invitation to return (Pp: 4). And here, the sincere expression 
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is also widely applied, no matter the cheer, anger, or wretchedness, no matter the 
surface or deep acting, the CRs always carry a sincere expression, to claim the 
authenticity, to please the customers and to ensure the personal relationship with 
them. 
As the CRs fixedly meet with customers once a week, and it's mostly up to the 
CRs to design the interaction process. Thus, besides the friendly, warm, 
courteous...kinds of soft emotions, the CRs would occasionally and conditionally 
apply anger and wretchedness as assistant. The pertinent and tactical emotion 
transformation helps the CRs to better deal the relationship with customers, thus 
restricts customers' behaviors. 
When emotional labor is put into the public marketplace, it behaves like a 
commodity, the demand for it waxes and wanes depending upon the competition 
within the industry (Hochschild 1983:14). For the CRs, the emotions they deliver are 
separated from the usual function, which is to express a personal feeling, and now 
attach to another one一a usable instrument to build a personal relationship with the 
customers. When the relationship is built, although different skills and methods are 
applied according to the CRs’ nature and available resources, the personal emotions 
are widely made use of among all of them, as they are not like money, which has an 
obvious and direct cost. Thus people will easily rely on their emotion and use it. The 
CRs，face (surface acting) and the soul (deep acting) are no longer belonged to the 
private individuals only, but are publicly used as an instrument of work. 
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Chapter 7. Conclusion 
“In studying the society, we go from the whole social context to the problem, 
and in studying the problem we go from the problem to the whole social 
context "(Walton 1992:123). This study investigates the post-industrial society in 
general as well as the interactive service work in particular, by offering a critical 
case——a multinational soft drink company in China, to sharpen and reconstruct the 
existing theory of service work and emotional labor. As I have mentioned in Chapter 
2, this case serves both theoretical and empirical purposes. It is theoretical because it 
critically puts forward a new service paradigm—long term interaction with special 
customer (businessman), which provides a fresh research perspective of the 
interactive service work. It is empirical in the sense that it has implications for new 
market development and at the same time, casting light on the service interaction in 
the soft drink industry. In this concluding chapter, I would firstly give a brief 
summary of the empirical findings and put forward the theoretical implications, then 
follows a broader explanation about the service work and the whole society. 
7.1 A New Form of Management Control 
As the raw material of the service work is people rather than machine, 
management can no longer apply the strict instructions on workers' performance like 
what they do in the manufacturing sectors. Furthermore, the possibilities of 
routinizing service work are also seemed to be limited by the fluidity and negotiability 
of human interactions. Thus in service organizations, especially those where the 
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service provided is complex, context-dependent, and customized, employers will be 
more dependent on workers' discretion. Workers' power relative to management will 
be accordingly enhanced (Leidner 1996:32, 37). 
Management of Earnest intentionally builds a comfortable, warm and democratic 
internal environment for the service workers, which can be treated as both the 
stimulation for the CRs to work harder, stay longer and a backup station for their 
career development. Meanwhile, quite a lot of decision power is distributed to the 
CRs when they externally perform the interaction with the grocery store owners. The 
CRs almost have full autonomy on the detail interaction method, process as well as 
the time arrangement. To the CRs, they are quite satisfied with and proud of the 
power they possess. However, what management concerns more about is the 
responsibility behind, as the more power the CRs have, the more responsibility they 
would take on. To be qualified as a selling principal of the assigned district, they need 
to manage the district well which means firmly control all the customers there. So to 
some extent, the power is only a beautiful excuse managers apply to control the CRs, 
it ably conceals the real controlling intention of management. That is why from the 
recruitment, to training and motivation, management strengthens the attitude, weakens 
the skill all along. It is not only because the work does involve limited skill, but also 
as long as the CRs，attitude is well adjusted, they will always keep a high enthusiasm 
on the work and transform the company assignment into their own inescapable 
responsibility. Management disparts the overall company objective to the CRs 
respectively, so does the achievement. "It's your district, your accomplishment is 
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always there, nobody could grab it away ” Whatever the CRs have done is always 
there which can be seen by others. This is also a kind of control to compel the CRs to 
work hard, even though management can not be out on the worksite all the time. 
In fact, when control transforms into self commitment, it no longer lets people 
feel being controlled any more. From a passionate CR candidate, to a diligent service 
worker until a district principal with strong responsibility, the managers cultivate 
hundreds of ideal generalists who have the will and ability to deal with the interaction 
independently. Furthermore, once the CRs' responsibility is stimulated, their time, 
energy, wisdom, emotion for the work would not be limited to the working time only, 
extra efforts are made also, off the work, as the CRs endeavor to improve the selling 
situation in the district for the sake of their own. In addition, besides self working, the 
CRs would also spontaneously train the customers to cooperate their work, in another 
word, when one CR is hired by Earnest, there usually follows two hundred potential 
"unpaid labors". 
Other than the workers and management of McDonald's (Leidner 1993), who 
always work together, the frontline service workers always work alone on the street. 
So it's impossible for the employers to decide every single part of the employees' 
work and let them follow the routine. Workers' own discretion is needed when they 
face with different situations. Furthermore, also different from some other service 
workers who have short term or instantaneous interaction with the customers, such as 
insurance agent, supermarket cashier (Leidner 1993; Rafaeli 1989), the service 
workers who have repeated exchange with the customers can not simply use the 
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scripts to accomplish the task. The job nature requires the interaction to be more 
flexible and diversified. Different responses are terribly needed based on various 
customers and situations. Thus management transfers quite a lot of autonomy to the 
workers, and let everybody be in charge of an assigned district and be the principle 
there. 
Develop further than the "responsible autonomy" (Friedman 1977), which could 
only be enjoyed by a small group of privileged workers (Pp: 79), the employers 
extend the autonomy to all the employees, the most junior frontline workers. During 
the work, the employees' own imagination and wisdom are required, not only because 
it is an effective method to prevent the baldness of the repeated interaction, but the 
employees' are the only ones who know the customers much better than others as 
well. 
In the interactive service work where workers' autonomy is needed, management 
uses all the ways they could to motivate the workers and inspire their potential, to 
make them actively take the responsibility of the job. As a result, management's 
controlling force lasts out of the company and extends beyond the working hours. It is 
a new form of managerial control with which workers get more autonomy, power and 
responsibility. This form of control suits the long term and repeated interaction, it 
makes use of workers own wisdom and method, keeping a diverse style, a 
"personalized service". 
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7.2 A localized Selling Method: Building Personal Relationship 
The guanxi based selling is an outcome for the long time practice of the CRs. As 
a matter of fact, guanxi is one of the most significant business determinants pervading 
in the Chinese society. Indeed it has long been recognized that doing business in 
China is particularly difficult and that a key difference between Chinese and Western 
business practices lies in the relative importance of guanxi in the former, as opposed 
to the specification and enforcement of contracts in the latter (Luo & Chen 1996 :311). 
And in the Chinese business world, the personal connections and loyalties are often 
more important than organizational affiliations or legal standards (Luo 1997:46). 
As the customers the CRs meet with are businessmen, in addition these two 
parties have long term repeated interactions, the objective circumstance pushes the 
CRs to choose this method which is more easily accepted by the customers. At the 
same time, as the result of the guanxi building is quite advantageous to the CRs, as 
long as the customers admit the personal relationship with the CRs, not only the task 
could easily be accomplished, but the following daily work becomes simpler. "It's an 
investment, which gets the job done once and for ever." The guanxi based selling is a 
subjective choice by the CRs themselves, they actively need this tool to smooth the 
interaction process which makes themselves more comfortable and powerful. 
Since management provides the CRs with autonomy and power when they are 
out of the company, the CRs would surely catch the opportunity and try something 
which can provide them convenience. Although the CRs modify some of the 
company's policy, and put their own interpretation on that, this is not really a kind of 
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resistance by the CRs. The CRs use their own way to handle the flexible situation. 
When the solid personal relationship is built with the customers, the CRs would finish 
the task with nearly no incumbrance, and the performance is optimized. 
Meanwhile, to management, the guanxi based selling process is not what they 
expect and it more or less has negative effect on the professionalism of Earnest. 
However, just as what they admit themselves, the macro environment of China is like 
this, thus in as much they design the unique selling system~WAT, they would accept 
the application method which is considered as most appropriate by local people. 
Management gets the outcome of the business boost, needless to say, they don't have 
a proper alternative method to replace the guanxi based selling so far. Thus 
management tolerates the CRs, behavior and also begins to give them some guidance 
from the lower management level. 
In the interactive service work with repeated exchange between workers and 
customers, a new interaction method comes into being, which is based on the personal 
relationship. This is particularly so in China, where the cultural and societal context 
provides a good environment for the development of this business based relationship. 
It is an outcome explored by the workers themselves, their own "working knowledge" 
(Kuster 1976). It makes up the shortcomings of routine and scripts which is effective 
in the short term service work. The personal relationship smoothes employee's work, 
and helps them to control the interaction process in the long run. In addition, 
according to the empirical findings, this personal relationship is more commercial 
rather than real, as in the workers' mind, it is a usefol method to optimize their work 
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performance only, it is result oriented. 
7.3 A Mass Production of Emotions 
As the CRs are highly interested in building the personal relationship with 
customers, thus just as what I have analyzed in chapter 4, they are willing to invest all 
the possible resources on that, besides the tangible physical assets, such as gifts, the 
intangible emotions are unhesitatingly involved also. The CRs flexibly adjust their 
emotions, on one hand, they perfunctorily laugh with customers, perform warmth and 
cheer, on the other hand，they apply the anger to threaten the customers and the 
misery to earn customers' sympathy. But all these acting are not casual and 
freewheeling, they are strictly performed based on various conditions. For these, the 
CRs have their own calculations, that's why they call themselves "professional" as 
they have mastered a body of knowledge (Hochschild 1983). 
The central emotion management task for interactive service workers is to 
display publicly an emotion that they may not necessarily feel privately (Wharton 
1996: 92). As every time the workers perform the emotions on the work is only 
physical acting, nothing to do with the real feeling, they just perform it according to 
different situations, like a production-line, one mold fits one accessory. In the service 
work with long term exchange between workers and customers, the workers often 
take out one kind of emotion which best matches the situation at that moment, it's a 
mass production of emotions. "A war of smiles (Hochschild 1983: 127)." 
In the service work where workers keep on interacting with the same customer 
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all the time, a close personal relationship helps to smooth the work process. However, 
the building or maintaining of this relationship can't separate from people's personal 
emotion, the emotion assists the workers to build and solid the relationship with the 
customers. Workers use their emotions just like they use the company gift, they pick 
up and perform different emotions on different customers or on the same customer in 
various situations, which aims for a satisfactory personal relationship with the 
customers. 
When the workers get a smooth interaction process and an easy job 
accomplishment, what they've lost is the chance to listen to their true voice from the 
bottom of hearts. What's more, when they get used to the emotion acting, they may 
forfeit the ability to feel, the frequent repetition tends to blunt felt emotions (Ashforth 
& Humphrey 1993:97). In addition, the effect would also extend both temporally and 
spatially, which means even though the workers are off the work, they can't get rid of 
that habit, thus they would continually apply that rule to themselves and the family, 
friends... in real life. 
7.4 The Service Society and Rationality 
As we have moved into the 21^ century, an epoch with numerous and quick 
information and knowledge, every minute, second, hundreds of thousands of new 
thing come into being, go at us, enter into our life and have influence on that, 
although sometimes even without the notice of subjects. In most industries, it seems 
that only keep on "new, quick, diverse", can they stand out of others. 
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Early in the end of century, Max Weber (1864-1920) had put forward the 
concept of “goal-rational action", which means the subject would through accurate 
calculation to get a most efficient means to achieve the goal. In the action, people 
would pay more attention to the match of goal and means, the feasibility of the means. 
And with the development of the whole society, this "action" becomes more and more 
important in people's life. 
On the other hand, it is also a service exploding world. People have been bored 
with the interaction with the cold and lifeless machine. What they need is a more 
close and direct communication with human being, which lets them feel being 
"served" substantially. Technology can best be used to support people, not to replace 
them (Sellers 1990: 63)，thus even the leading brand of the mobile phone (a typical 
representative of high-technology) also uses “connecting people" as the publicized 
words. 
For most organizations, with a long time competing with others who own similar 
business, have now moved to the competition that focuses on the service. For instance, 
(airline) companies competed by offering more frequent flights, more seats, faster 
flights (few stops), and - what is most important now -better service (Hochschild 
1983: 91). In addition, the whole organization structure transforms to "upside down" 
which presents the front-line worker with the ideology that management works to 
serve them and that everyone works together to serve the customers (Macdonald & 
Sirianni 1966:11). However at the same time, customer perceptions of good service 
hinge on much more than machine, for instance, when an automated tell machine is 
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replaced by a bank teller, it creates the expectation that a good service would be 
forthcoming. Let alone, “good service" is always in the eye of the beholder, the 
potential for disappointment is high, (a) given that specific expectations often vary 
across customers and that a service agent may not perceive or may be incapable of 
responding to such variation and (b) given that various cognitive biases predispose 
customers to perceive their treatment unfavorable (Ashforth & Humphrey 1993:96). 
Therefore, although the human service is eagerly needed, it's hard to perform a good 
one. 
Under the combination of the two development trends, the human service 
transforms from the original serving and meeting people's needs to an available way 
to compete with others. Thus the nature of service changes to be quick, efficient... 
aiming to achieve the winning goal. Even though the smile, warmth, cheer, etc, things 
which are assumed to be sincere and authentic, now alter to be instant and superficial. 
Actually, the service work process works on two levels: as a work process with a 
specific goal, and as a human interaction (Leidner 1993: 18). Whereas, it seems that 
people are getting to give up the later and stick to the former only. In order to 
accomplish the work, the rational means is continually searched and accounted, and 
eventually the most private part of human being: emotion, relationship cannot escape 
from that too. In other words, with the quick and mass production requirement of 
emotion, it's impossible for people to create a true one, therefore, probably the more 
rational the world becomes, the less sincere service we would get. 
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7.5 Limitations of the Present Study 
There are some limitations in the present study. Firstly, I aim to use the 
ethnography research to study the interactive service work under the condition of 
repeated interaction. However, because of the limited time and resources, only one 
case was used in this study. Although it is typical, it is not strong enough to bring 
forward all the possible issues for discussion, the theory building is more or less 
effected by the particularity of empirical case. It will be better if more than one case 
are available for the comparison, like Fast Food, Fast Talk. An examination of 
various types of interactive service work would enable us to construct typologies for 
understanding the different ways of interaction. 
Secondly, I only focus on the success of ideological control without critically 
evaluating the effectiveness of the control mechanism on the CRs. In fact, high 
turnover rates are still prevalent at Earnest, a fact which adversely affects the team 
spirit. Then, how do we account for a new form of labor control in the interactive 
service work context? To what extent, does it represent an effective form of control in 
the interactive service work? Why quite a lot of the CRs gave up the job and looked 
for some other forms of career development? It is not possible for me to contact those 
CRs who have left Earnest. This deprives my chance to answer these questions, which 
needs to be explored further. 
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Appendix 1 
RMS (Relative Market Share) Ratio in Shenzhen: Diligent]?/ Earnest 
Year 1998 1999 2000 2001 2002 
— R M S 1.04 1.32 1.41 1.61 1.63 
37 Diligent is the strongest competitor of Earnest, who is also originally from US and has the similar product 
structure with that of Earnest 
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Appendix 2 
The Granny-Young Lady Picture 
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Appendix 3 
The background of informants 
Name Sex Position/ Occupation The time stay in Earnest 
1. Carter M CR 6 months 
2. Leo M CR 7 months 
3. Martin M CR 8 months 
4. Alex M CR 1 year 
5 Priscilla F CR 9 months 
6. Peter M CR 8 months 
7. Dang M CR More than 3 years 
8. Lily F CR 8 months 
9. Alan M CR Less than 2 years 
10. Andy M CR 4 months 
11. Ben M CR More than 1 year 
12. Mark M CR 1 year 
13. Winnie F CR More than 1 year 
14. Jacky M TDS Less than 4 years 
15. Jerry M TDS More than 4 years 
16. Johnny M TDS More than 3 years 
17. Steven M TDM More than 4 years 
18. Charles M UM More than 20 years 
19. Tony M HR Manager More than 4 years 
20. John M Trainer ™ 
21. Grant M Grocery Store Owner ---
22. Alice F Grocery Store Owner ---
23. Carter M Grocery Store Owner ---
24. Pansy F Grocery Store Owner ---
25. Danny M Grocery Store Owner 
26. Tom M Grocery Store Owner 
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